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tough Proofs 


Gladvs the beautiful reception- 
says she thinks it’s wonderful 
e way Mr. Petrillo, in his legal 
nttles with the government, al- 
ays manages to light on his 
ather bed. 


, @ YF 
Reo’s power lawn mower adver- | 
sing, starting in April, will fea-| 
re a 24-inch snow plow attach-| 
ent. It’s going to be a little late, | 
t the demand around New York | 


ee 


Schlitz led in beer sales in 1947, 
ports the world’s greatest adver- 
ing journal, so Milwaukee 
hould continue famous for a 
hile longer, anyhow. 

vwyr 


The Daily Oklahoman & Times 
ports that in Oklahoma City the 
ocers sell more dentifrices than 
e druggists. With the way food 
ices are going they should sell 
ore aspirin, too. 

vvwyr 


James McClain, now an Epis- 
bpal minister, used to be Dr. I. Q. 
the Mars candy program, and 
e probably has just as great an 
pportunity as ever to sympathize 
ith erring humanity. 
7 v9 


AA reports that Jacobs Bros. 
nd will “disperse funds to 
aritable organizations.” 

It will scatter contributions all 
rer the lot, huh? 


pie Si 


In the interest of economy an 
gency recommends using type in- 


ead of hand lettering, but at the | 


ate the ITU is going, it may soon 
lave to reverse its advice. 
¥ oe 


A congressman reports that one 

ore he did for a _ constituent 

as providing dictionary service 

a crossword puzzle. It was 

robably more fun than reading 

e Congressional Record, at that. 
vvr 


Obsolescence—not wear—is the 
etermining factor in the life of 
rinting equipment, says I. S. 
erlin. 

Some still running must have 
ad as many lives as a cat. 


VY Vv. 


Charles T. Dockerty is promot- 
ig a $500,000 advertising and 
ublic relations fund for the 
aribbean area, and one good p.r. 
esture would be to tell people 
Ow to pronounce it. 


= | 


exas & Pacific adds a lot of 

booster stories and travel 
to its new time table, and 
laybe you can even use it to find 
ibout train schedules. 


ill be very good anyway. | 


Newspaper Admen 
Uniformly Happy 
at NAEA Meeting — 


Stanford, Others 
Tell of Big Gains; 
Manzer Elected 


(Pictures on Pages 63, 66) 
CuHICAGO—To see and hear news- 


| 


week, one would never suppose | 
their costs are rising and news- | 
print is still hard to get. 

More than 600 members of the | 
Newspaper Advertising Executives | 
‘Association, holding their largest | 
|}annual meeting, at the Edgewater | 
Beach Hotel, were’ uniformly | 
| SADE So were their representa- | 
tives and other newspaper people | 


| 
las they got further evidence that 
‘they “are in.” 

As Alfred Stanford, now direc- 


tor of the Bureau of Advertising, | 


| ANPA, expressed it, 1948 may be 
an historic year for newspapers. 


newspapers last year jumped 
enormously, from $270,000,000 to! 
| $372,000,000. That total includes 
‘newspaper supplements but, Mr. 


to fall into a trap and call news- 
|paper supplement advertising 
|magazine advertising.”” He con- 
ceded that magazines still carry 
more national: advertising. 


Getting Bigger Share 


Better yet, he continued, are 
figures showing how the different 
|media share the advertisers’ ex- 
/penditures. Newspapers are defi- 
‘nitely gaining additional portions 
'of such money, while magazines 
‘and radio last year sustained 
|heavy declines in their relative 
‘shares. “Outdoor—significantly a 
|local medium, too—shows real 
| signs of life,” Mr. Stanford pointed 
| out. 

| There were no signs of dishar- 


/mony among members at the 


|three-day meeting. While various | 


P&G Starts $1,000-a-Day Dreft Contest 


committees and speakers pointed 
|to ways of improving newspaper 


Stanford said, ‘1 for,.one Tetuse | tne talk—which included a severe 


He pointed out that general (in-| 
'cluding automotive) advertising in | 


NAEA PRESIDENT—Harold V. Manzer, 
business manager, Worcester Telegram- 


inal Gazette, last week elected president of 
paper advertising men here last! the Newspaper Advertising Executives 


Association. 


Adcraft Club Cancels 
Blast at Joint ANA, 
Four A’s Program 


D-F-S $21,000,000 
Leads Ad Agencies’ 


Network Placement 


Many Leaders Lose 
Billing; Newcomers 
Join 'Top Ten’ 


Cuicaco — Dancer - Fitzgerald- 
|Sample led all advertising agen- 


cies in gross radio time expendi- | 
tures on networks during 1947, as | 


WARREN, O.—This is the story 
of a speech that got reported but 
wasn’t delivered. 

On Page 56 of this issue is a 
report of a talk prepared for de- 
livery before the Adcraft Club of 
Detroit last Friday by Marshall 
Adams, advertising and sales pro- 
motion manager of Mullins Mfg. 
Corporation. 

But Mr. Adams did not deliver 


|indictment of the joint Four A’s- 


|advertising practices, they were in | 


|general able to report substantial 
'gains for the medium and im- 
|provements in techniques. 


MacFarland Speaks 


Among the cheering talks was 
that by Hays MacFarland, presi- 
(Continued on Page 66) 


Can You Pick 


the I. C.S. Advertising 
Leaders? See Page 33. 
Other features: 


vvry 
ee ; : Ad-libbing ............ 12 
Pepsi-Cola is offering $203,725 | Advertising Market Place . 64 
‘prizes in its new contest. It is| Chain Store Figures 68 
tdoubtedly one of the biggest, | Creative Man's Corner 54 
hd unquestionably the most com- oe Store Sales. . + 
licat ; : itorials act 
ed event of its kind. Farm Publications Linage. . . 46 
vvyr Getting Personal 44 
I's a good thing for the Lane | ere — Advertisers } 
ae ‘ ‘ idn’t hear | [" Washington 
r his kid fans didn’t | Magazine Linage 48, 50) 
“y m Bing Crosby’s program. | Obituaries . 68 
“vs thundered away and the! Photographic Review . 63 | 
anor was left at the post. Private Lines . 28) 
L +. aeSeererrerer 1] 
Copy CUB. Voice of the Advertiser 38 


ANA committee program for de- 
veloping better understanding of 
the American economic system. 
He did not deliver it because the 
Adcraft Club got an advance copy 
of the speech (which was released 
to the business press but not given 
to the Adcraft Club in advance), 
and wired Mr. Adams on Thurs- 
day, the day before his scheduled 
appearance, requesting his with- 
drawal to avoid “acute embar- 
rassment.” 

The talk will be given, however, 
as it was prepared (and as it is 

(Continued on Page 67) 


it has for the past 14 years, ac- 
cording to figures on the “top 10” 
| agencies 
last week. 

Dancer - Fitzgerald’s gross net- 
work radio time billing during 
1947, as shown by network fig- 
ures which the agency collected, 
was $21,155,292, a modest increase 
from 1946, when the agency placed 
$20,869,288 in network time. 

The figures: 
Rank 

z. 


1947 
Dancer-Fitzeraid- 
Sample, Inc. ...... $21,155,292 


2. J. Walter Thomp- 


son Company ..... 10,707,632 
3. Foote, Cone & 
a 8,832,948 
4. Benton & Bowles, 
I ee Se 
5. Compton Advertis- 
SS MGs. ois. 5:5 aoe 
6. Young & Rubicam, 
NE ee eee 7,951,155 
7. Batten, Barton, | 
Durstine & Osborn, 
ory eee 
8 The Biow Com- 
WOT. BOB. 6665050 5,826,277 


(Continued on Page 68) 


Last Minute News Flashes 


which D-F-S released ‘war, or charged off as insurance 


| 


Truman Budget Forecasts 
Cartel, Price Inquiries 


Improved Census, 
Market Data Sought 
by President 


By STANLEY E. COHEN 


WASHINGTON—Proposals to in- 
vestigate ‘administered prices,” 
step up anti-trust enforcement, 
hold a Census of Business, raise 
postage rates, improve statistical 
services, and expand technical and 
market research for agriculture 
figure in the multitude of policy 
decisions adding up to the $39.7 
billion budget submitted to Con- 
gress by President Truman last 
week. 

Nearly 79% of that budget is 
for the armed services, veterans, 
debt service, foreign reconstruc- 
tion—items inherited from the 


against another war. 

The remainder—more than $8.3 
billion—is for a government con- 
stantly alert to the health and 
education of its children; the se- 
curity of the aged and sick; the 
prosperity of the farmer; the pro- 
duction of low cost housing; the 
maintenance of highways, sky- 
ways, waterways and communica- 
tions for commerce; the collection 
of facts for business decisions; the 
preservation of resources for gen- 
erations to come. 


Boosts Anti-Trust Staff 


Immediate signposts for busi- 


8,121,330 | ness include: 


1. Resurgence of anti-trust in- 


8,013,823 vestigations and prosecutions on 


a prewar scale. 

The budget is eloquently silent 
about the FTC trade practice con- 
ference program, praised last year 


6,734,620 |as a means of thrashing out mis- 


|/understandings over anti-trust and 


CINCINNATI—Procter & Gamble Company, in the first daily-prize | 
contest since prewar days, will give away $1,000 and 50 Motorola 
portable radios daily for 25 days in a “I like new Improved Dreft 


because” contest ending Feb. 20 


P&G’s “Joyce Jordan” and “Beulah” serials seven days after entries | 
are received. Ads will appear in Good Housekeeping, Parade, This | 
Week Magazine, Woman’s Home Companion, Metropolitan Group, and 


in Capper’s Farmer, Farm Journal 


contests have used farm publications. 


Chicago, is the agency. 


and Household—the first time P&G 
Dancer - Fitzgerald - Sample, 


National Guard Buys NBC’s ‘Garroway Show’ 


WaASHINGTON—The National Gu 


has bought NBC’s “Dave Garroway Show” 


sustaining on 70 stations. 


for 52 weeks, now heard 


The guard will pay only for the show, NBC 


donating facilities, and the full network is sought. 


Waterman Drops ‘Gangb 


usters,’ Trims Budget 


New YorK—L. E. Waterman Company, fountain pen manufacturer, 
will slash its 1948 advertising budget by approximately $600,000 in 


March when 


it discontinues sponsorship of ‘Gangbusters,” 
Saturdays, 9-9:30 p.m. via American Broadcasting Company. 


heard 
The 


company’s 1947 advertising appropriation was more than $1,500,000. 
Agency is Charles Dallas Reach Company, Newark and New York. 


‘Doubles Budget for Funk 


BROOKLYN—The Unicorn Press will double 


& Wagnall’s 


its 1947 advertising 


budget in 1948 and spend close to $1,000,000 on Funk & Wagnall’s 


New Standard encyclopedia. Th 


e company will spend $200,000 on 


spreads and full pages in Puck—the Comic Weekly during January 
and expects to use 200 newspapers, some magazines and spot radio 


this year. 
(Additional News 


Agency is Leonard Advertising, New York. 


Flashes on Page 71) 


trade practice laws. Instead, it 
provides $850,000 to increase Jus- 
tice Department’s anti-trust staff 
from 294 to 446, and a special 
$384,000 fund to underwrite in- 
dustrywide investigations by FTC 
(Continued on Page 70) 


Leigh Promises 


. Winners will be announced on | 


Spectaculars in 


40 Cities by ‘50 


WASHINGTON — Douglas Leigh, 
wunderkind of the spectacular ad- 
vertising business, told the Wash- 


|ington Advertising Club last week 
ard, through Gardner Advertising, | 


that within “two or three” years 
he expects to have spectaculars, 
similar to those in New York’s 
Times Square, in 40 cities. 

These “little Times Squares” 
will have spectaculars for both 
local and national advertisers. For 
example, Leigh’s spectacular for 
R. J. Reynolds Tobacco Company, 


in which a man blows repeated 
smoke rings, is now erected in 
20-odd cities. 

Leigh’s company consistently 


has emphasized that the price of 
a spectacular is dependent on lo- 
cation, size, construction, prevail- 
ing rents, etc., and most of them 
have been tailor-made for specific 
In general, however, 
spectaculars cost $4,000-$15,000 a 
month. 


advertisers. 
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NBC Pushes Up 
Inaugural Date 
for Chicago Video 


Cuicaco — NBC has moved up 
its television plans for the Chi- 
cago area a full four months and 
expects to have its new video out- 
let, WNBY, on the air by Sept. 1, 
I. E. Showerman, NBC vice-presi- 
dent in charge of the central di- 
vision, said last week. 


The speed-up plan, said Mr. 


Showerman, is keyed to the com- | 


pany’s aim of providing network 


program service to the midwest-| 


ern audience. Three other NBC 
affiliates already broadcasting via 
television are WTMJ-TV, Milwau- 
kee, KSD-TV, St. Louis, and 
WWJ-TV, Detroit. These three 
and WNBY will comprise the net- 
work’s central grid, and others 
will be added as they go into op- 
eration. 

WNBY’s transmitter and an- 
tenna will be located at the Civic 
Opera building, which offers a 


practically unobstructed view of 
the entire area. Studio program- 
'ming will be handled along with 
the regular NBC broadcasting set- 
up in the Merchandise Mart. Per- 
/sonnel already employed in NBC’s 
‘Chicago operations will be uti- 
\lized in operating the new video 
|setup, although Mr. Showerman 
‘said a limited number of technical 
and production employes may be 
transferred here from WNBT, the 
‘company’s New York video outlet. 
Training on an exchange basis 
|also may be established. 


‘Names Andrews A.M. 


James Andrews, formerly ad- 
| vertising manager of Halliburton’s, 
|Oklahoma City department store, 
/has been named advertising man- 
|ager of Meacham’s Department 
|Store, Fort Worth. 


Bernard Elected V.P. 


William R. Bernard, formerly 
sales manager and assistant man- 
ager of Detroit Coca-Cola, has 
been elected vice-president in 
charge of sales. 


Grocery Inventory 
Adds Washington, D. C. 


| Washington, D. C., 
‘added to the coast - to - coast 
| monthly Grocery Inventory pro- 


| ject being sponsored by the news- 
| paper industry, the Bureau of Ad- 


|vertising, American Newspaper 
|Publishers Association, has an- 
|/nounced. Twelve cities are now 


|in full operation and three more 
|are expected to be in operation 
(early this year. 

The Washington study is being 
/sponsored by the Times Herald. 
| Detroit, Indianapolis and Winston- 
|Salem inventories are now in the 
|sample-testing stage. 


Increases Facilities 

C. A. Swanson & Sons Com- 
pany, Omaha, has opened an ad- 
ditional canning plant in Ne- 
braska City. The company also 
has developed a new method of 
preparing chickens and _ turkeys, 
involving boning them while raw. 
Swanson’s canned, ready-to-serve 
lines will be backed by heavy pro- 
motion in 1948, both nationally 
and in many metropolitan areas, 
through Caples Company, Omaha. 


He says it’s nice, but we should have 
seen his IOWA territory! 


lowa is a heaven-on-earth for 


wide market ranking with the first 20 cities in 
America. That's the way to look at it, too—as a 
city—because the Des Moines Sunday Register 
brings you the whole state in one convenient pack- 
age! Yes, this unique newspaper covers 67% of 
sales-rich lowa for a milline rate of only $1.66, 


ABC Circulation March 31, 1947: 


Daily 365,559—Sunday 


salesmen, a state- 


480,803 
PACKAGES 


THE DES MOINES 
REGISTER anv TRIBUNE 


A STATEWIDE URBAN MARKET 


RANKING AMONG AMERICA’S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 


has been 


Must Work for 
Continued Sales, 
Food Brokers Told 


Wholesalers Bypass 
_ National Ad Drive; 


to Stress Quality 
| 


ATLANTIC CritTy—Food and groc- 
ery sales will stay high “if people 
work to get those sales,’’ members 
of the National Food Brokers As- 
sociation were told at their 43rd 
annual convention here Jan, 12-15. 

Watson Rogers, president of the 
association, warned delegates that 
“the time has passed when a tide 
of good business brings in a flood 
of profits without the need for ex- 
erting any efforts.” He urged ag- 
gressive action by the brokers to 
step up sales in the coming 
months. 

In keeping with his program, 
convention business sessions were 
cut to one day, Tuesday, with the 
remainder of the time prior to the 
opening of the National Canners 
Association convention Friday set 
jaside for consultations between 
|brokers and principals. Some 30 
advertising agency representatives 
were also on hand to discuss pro- 
motion plans with food firms. 


*. 


To Push Frozen Foods 
Ed W. Jones, of Kansas City, 
Mo., reporting for the associa- 
tion’s frozen food committee, an- 
nounced that the food brokerage 


» |industry will cooperate with pack- 


ers and distributors in the ob- 
servance of “Frozen Food Week,” 
scheduled for the week of March 
15. 

“While there is not much time 
|left to put the campaign across,” 
Mr. Jones said, “distributors can 
|do a very acceptable job in stimu- 
\lating the sale and consumption of 
'frozen foods if they desire to 
duplicate the material which has 


= | been used previously in local pro- 
© |motions, and get it into the hands 


of retailers.” 

He reported that the unbal- 
}anced inventories which upset the 
industry during 1947 have been 
largely absorbed by the trade. 
The industry as a whole enters 
1948 in “fairly good” condition, he 
declared. 


League to Push Quality 


The National League of Whole- 
sale Fresh Fruit and Vegetable 
|Distributors, also meeting here 
prior to the canners’ convention, 


announced that it will concentrate | 
-}on producing a more uniform 
‘grade and quality of product, and | 
/proper handling of the product on | 


|its way to retail outlets. 

| John R. Van Arnum, of Wash- 
lington, D. C., secretary of the 
league, declared that until these 
objectives are attained, any na- 
tional advertising program is use- 
| less. 


“We would have to hold out to! 


the consumer a high degree of 
|quality and freshness or we would 
have to spend most of our space 
explaining why we did not assure 
quality,” he said. “We couldn’t 
deliver.” 

The league rejected a proposal to 
consolidate with other trade or- 
‘ganizations in the perishable food 
field, stating that “no practical 
plan that would protect and ad- 
vance the interests of all the ele- 


ments in the national league has 


been advanced.” 


| Names Karl Stander 


Karl Stander, formerly adver- 
tising manager of Fleischmann’s, 
Syracuse, N. Y., has been named 
advertising and 
manager of Ellis Brothers & Jo- 
|seph, Binghamton, N. Y. 


sales promotion | 


Advertising Age, January 19, 194g 
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LATEST—Newest addition to the home 

juicer line made by National Die Cast. 

ing Co., Chicago, is this Juice King 

whole orange juicer, which cuts, 

squeezes and strains whole fruit with 
one turn of the handle. 


Hooper to Rate 
Television Shows 


New YorK—By spring there wil! 
be MHooperatings for television 
programs carried over New York’s 
three stations. 

C. E. Hooper, Inc., last week an- 
nounced that it soon will provide 
continuous video audience meas- 
urements, utilizing both diary and 
telephone coincidental methods 
In the beginning the survey will 
be confined to the New York area, 
but Philadelphia, Washington, Los 
Angeles and other television cities 
will be added later. 

By diary, a sample of television 
homes will be polled every other 
month to show: an index to com- 
parative audience size, share of 
audience among individual tele- 
vision stations as compared with 
individual radio stations in tele- 
phone homes, a three-point quali- 
tative report on viewers’ reactions 
ito individual programs, and a 
similar three-point viewers’ reac- 
tion to quality of reception. 

The coincidental report will 
provide information on _ sets-in- 
use, Hooperatings, share of audi- 
‘ence, sponsor identification and 
composition of audience. At first 
it will be confined to limited hours 
|of the evening. 

In preparation for this service 
Mr. Hooper has obtained a list of 
10,000 television set owners from 
|industry sources. 


IS YOUR 
BUDGET A 
TWO-WAY STRETCH? 


Dollars won't 
grocers... 
advertising. 

Yet an advertising dollar 

often expected to cover una 
ticipated, unbudgeted item 
These are_ inspirationa! 
squeezed in as the year rc 
along — at the cost of son 
thing previously planned — 
both the original and the né 


stretch at th 
won't stretch i 


are half “salvaged” to t 
detriment of both. 
Pre-planning for establish: 


objectives, with prefixed co: 
stabilizes your advertising « 
penditures and makes no p! 
tence that dollars are rubb¢s 


iT DOESN'T 
TO ADVERTISE 
unless you do it right! 


JOHN MATHER LUPTON 
Co., Inc. ADVERTISINE 


GRAYBAR BUILDING 
N, Y. 17, N. ¥. 
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JOHN NESBITT 
master story teller of radio 
and screen 


He spellibinds listeners with his 
marvelous narratives on the 
PASSING PARADE. Grips them 
with strange stories from the 
highways and byways of life; 
unusual stories about people 
great and small; thrilling stories 
of romance, adventure, mys- 
tery, science. Each an absorb- 
ing true tale packed withdrama, 
human interest. More important, 
Nesbitt’s is a loyal audience 
... the kind that rings the cash 
register for his sponsor! 


PASSING PARADE Pictures 
in 9,000 Theatres 


Millions of movie fans see 
Nesbitt's pictures regularly in 
theatres coast-to-coast. His 
PASSING PARADE. shorts have 
won four Oscars! This movie tie- 
up means more publicity, more 
listeners, more selling sock for 
his program on the air! 


AVAILABLE now for local and region- 


al sponsorship ... JOHN NESBITT in his 


PASSING PARADE, a show with an unu- 
sual record of ratings and sales results! 

America’s leading advertisers, 
tremendously impressed by the way 
he clicked for CHESTERFIELD CIGARETTES, 
JOHNSON’S WAX, WESTINGHOUSE and 
other sponsors, have long been an- 
gling to sign him for a daily network 
program. NOW, as a Mutual “co-op” 


15-minute, 5-a-week show, NESBITT’S 
PASSING PARADE presents a big oppor- 
tunity for an exclusive sponsor in each 
of Mutual’s 485 markets. @ Here’s 
your big-time show with sure-fire 
appeal to all age and income levels 
—a mass-audience show that also 
sells. On transcription at a fraction 
of the overall talent cost. For Nesbitt 
booklet, rates, and audition platter, 
consult your local M.B.S. station. 


AND REGIONAL ADVERTISERS 


TIP TO ADVERTISING AGENCIES 4 


a Mutual Broadcasting System 


Co-operative Program Department 


Local advertisers will be quick to sponsor Nesbitt. Better act pronto—or 
you may find some of the choicest spots in your regional setup already gone. 


Phone or wire your nearest Mutual Co-op office. 
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NBC, Fairbanks 


|duced under the direction of Mr. 
| Fairbanks. 

NBC also announced last week 
that it is completing a temporary 


Sign Deal for 
4 : |radio relay link between Philadel- 
Video Movies |phia and Baltimore to relieve con- 


New YorK—The National Broad-| gestion on the present circuits. 
casting Company has made a_|This will provide the network with 
five-year agreement with Jerry|a complete one-way circuit from 
Fairbanks Productions giving the |New York to Baltimore and later 
network all distribution rights to | to Washington. Two towers of the 
movies produced for television by Western Union Company, present- 
that organization. NBC will speci- | ly in use for telegraphic radio re- 
fy the type of films to be pro-|lay communication at Brandywine, 


is editor of Mereado and Peter 
Agullo, formerly of Life Interna- 
tional, is circulation director and 
head of editorial production. 


Pa. and Elk Neck, Md., are sites 
for the intermediate relay links. 


PX Starts ‘Mereado’ 


Post Exchange Publishing Com- 
pany, New York, has issued a 
new business paper, Mereado, for 
Latin American business men. The gas and distributor of gas appli- 
monthly has a circulation guar-|ances, has appointed Harry M. 
antee of 6,000. Both Latin Ameri- Frost Company, Boston, as adver- 
can and United States advertising | tising counsel. Plans include 
will be carried. The full-page rate | dealer newspaper advertising, di- 
is $200, and the yearly subscrip- | rect mail and a monthly dealer 
tion rate is $3. Andrew Margre! hcuse organ. 


Appoints Frost Agency 
Utilities Distributors, Inc., Port- 
land, Me., manufacturer of bottled 


with most appeal 
in its own field | 


arm Journal 


BIGGEST—in the country 


READ IN 2,650,000 HOMES 


FARM JOURNAL INCORPORATED also publishers of PATHFINDER—America’s 2nd Largest news magazine «+ GRAHAM PATTERSON, PRESIDENT 


Advertising Age, January 19, 194g 


Business Papers 
Buzz Over Audit 
but Won’t Talk 


New York—Last week almust 
every business paper publisher 
was talking about the move of the 
Controlled Circulation Audit (AA, 
Jan. 12) in opening its ranks to 
publishers with paid circulation 
—but with nothing on the record. 

For one thing, the next move 
was obviously up to the Audit 
Bureau of Circulations. 

The ABC has consistently re. 
fused to audit unpaid circulation, 
despite the pleas of Canadian 
business paper publishers, and 
some U. S. publishers who. wanted 
to show particular categories of 
circulation which was free. 

Behind ABC’s refusal lay one 
concrete objection, the antipathy 
of newspaper publishers toward 
any movement which might make 
the audit of shopping newspapers 
possible. 


Cites Hypothetical Case 


ABC’s standards for member- 
ship require that a publisher have 
at least 50% of his circulation paid. 
An ABC spokesman told Apver- 
TISING AGE that a case in which a 
publisher desired to have the 50% 
of his circulation which was paid 
audited by ABC, the unpaid re- 
mainder by CCA, had never come 
up (since CCA barred such pub- 
lications until recently). The 
spokesman went on to say that he 
doubted if such a_ hypothetical 
arrangement would be acceptable 
to ABC. 

It was understood that the ABC 
board of directors—the business 
paper members of which are 
James Blackburn of McGraw-Hill 
Publishing Company and P. M. 
Fahrendorf of the Chilton Com- 
pany—would meet shortly to dis- 
cuss the questions raised by CCA’s 
upset of the status quo. 

Both Mr. Fahrendorf and Mr. 
Blackburn declined comment 
pending the outcome of this meet- 
ing and the meeting of the execu- 
tive committee of the Associated 
Business Papers, set for Feb. 2. 


Some Publishers Have Both 


The 134 members of ABP also 
belong to the ABC, although the 
membership requirements simply 
require that publications be “en- 
tered for transmission through the 
mails as second class postage.” 
Since free circulation periodicals 
customarily go third class, this ef- 
fectively restricts the member- 
ship. However, many publishers 
of ABP papers also have controlled 
circulation papers. 

Observers recalled that in 1946, 
when the ABP met in Hot Springs, 
Va., the question of admitting con- 
trolled circulation publications as 
members was discussed at length. 
Finally, by a vote of 72 to 52, the 
members of ABP voted to restrict 
its membership to paid circulation 
papers. A change of McGraw- 
Hill’s 22 votes could have tippe 
the scales in the other directio! 


en 


Joins Cowan & Dengler 


J. Edward Boyle, formerly ac- 
vertising manager of H. Hicks 
Son, Inc., New York, has joine:' 
Cowan & Dengler, New Yok 
agency, as executive assistant 
Horace W. Dengler. 


You can spread the prestige of you 
products in the magazine acknowledge” 
the biggest success 
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More PAPER 


this Spring. 


. 


. . . thanks to improved supplies of raw materials and more power 


FEW MORE MONTHS and the supply 
and demand of paper will be shaking hands. 


Business Week says the over-all outlook is 
lots brighter, and shortly the situation will 
level off. 


The exception—news print, where the de- 
mand will continue about 5 per cent higher 
than supply. That is, if nothing upsets the 
present favorable import-export ratio. 


Supply has been chasing demand in the 
paper business for a good long time. Im- 
proved supplies of wood and pulp have 
helped it catch up. Getting the industry’s 
supply lines reloaded has helped. But the 
big push has come from power .. . the 
gradual stepping up of pulp and paper ca- 
pacity. 


YOU MADE THE PAPER INDUSTRY 


In 30 years U. S. paper consumption has 
increased from 5.8 million tons to 17.4 
million tons — over 200%. 


Today you, yourself, consume 250 Ibs. of 
paper a year... drinking cups, writing 
paper, tissues, milk bottles, towels, boxes, 
etc. That’s how you've built our sixth 
largest industry in value of products ... 
with its hungry appetite for power. 

To make a ton of paper requires 700 kwhr 
of electricity and 10,000 to 20,000 Ibs. of 
steam. Paper and pulp rank first in power 
per ton of product, third in installed gen- 
erating capacity, fourth in annual consump- 


n industry, utilities, institutions and service establishments 


tion of electric energy. More than this, 
too, the mills eat up huge quantities of 
process steam for cooking, evaporating, dry- 
ing, etc. 


PULP, CHEMICALS ... WATER, 
STEAM AND POWER 


Even before the wood chips pour into the 
digestor, Papa Paper’s over-sized cooking 
kettle, the power engineer has been busy. 
He delivers the mechanical power that runs 
the chipper, that turns the conveyor. He 
generates the steam that cooks the pulp... 
on over to the mechanical power for the 
beaters, refiners and Jordans. 


The material that comes out of the Jordan, 
which paper men aptly call “stuff”, feeds 
into the Fourdrinier. This fabulous mon- 
ster forms, presses, dries, and even coats 
and calenders. It may be as high as a 
three-story house and a city-block long— 
and if it really got mad, it could roll out 
a sheet of paper in one day long enough to 
cover a road 400 miles long. 

Driven by some thirty motors, all synchro- 
nized to the same speed—it’s just one ex- 
ample of what the power engineer in a 
paper mill has to worry about. 

Yes, paper is power—not only the genera- 
tors, boilers, turbines . .. but a tremendous 
power army of motors, gears, regulators, 
piping, valves, and fittings, instruments and 
controls, etc. The power engineer and his 
staff command them all. 


THE PRODUCT IS POWER 


The paper man’s product is paper. The 
power engineers product—in a paper mill, 
or a petroleum refinery, or a pickle plant, 
is power. 

The power engineer is the “old reliable” 
of all industry, all business—in fact, of our 
economic life. You yell bloody murder 
whenever normal public utility services are 
interrupted by a blizzard or flood. You 
expect power services always to be avail- 
able at the flick of a switch or the turn 
of a tap. 

The power engineer, who, incidentally, 
may be called almost anything else but that 
(mechanical engineer, chief engineer, mas- 
ter mechanic, plant engineer, etc.) is the 
one man always able to translate the prob- 
lems of manufacturing a given product into 
terms of gallons per minute, kilowatt-hours, 
cubic feet per minute, and the other terms 
which define the amount of power service 
required. Functionally, he is the same man, 
regardless of industry or business. 

By instinct and intelligence, he knows if 
he can put more horsepower at the com- 
mand of the American worker, he has pro- 
vided the sure path to low-cost production 
in the years ahead .. . more goods for more 
people at lower prices. 

Every economic, political, engineering and 
social change in this country, or in this 
world, demands more power to implement 
the change. 


. . . edited for the engineers responsible 


for all the power services 


McGRAW-HILL PUBLICATIONS, 330 W. 42ND ST., NEW YORK 18, N. Y. 


saat hn OE PS Sey IS PS My le By eee aS ae Pe Pt i ae ae oe he We ee gle Bea] ut ip ae ee Pha. 1c; eR At i ae OY Rane ake Je ie oles © * ce EN es Tar ee mine Me, ts ete, 3 i — ae boa aie ERS pe Ay MNT 2a) Sie oman ae 
Patties crema tA) WxCN Tad a celica ease La ORu MRC TN cng ANAL ee. fo meee = Sn 2 Ae or Pe Serene a= aM eae ee ea Spey ea samme SY naa aah ere Leo Sa ete ee ene, fA at 
Rept ere AN Ma cae ge ame | 2 a eee, ee. ee a eee a ae Ded a et eR Tae 2 
eS ee cies een is by . Pe a, a 3 “ bags oa tery ; : . ; os G . ioe 2 
- icici , pgemeceenes Aes, Fg aes rae: oer ee : eg Rat pe a . : begs a de , fi a = ; : — ; . 
i 
194 e 
a 
‘Wes 
ot 
most : 
isher | 
f the 
(AA, 
S to LF 
ation | 
ord. 
nove 
Ludit t 
‘ 
re- 
tion, 
dian | 
| 
and | 
nted 
Ss of \ 
one | _ 
athy : a 
ward le 
nake - 
pers 
i" - 
ber- | ; 
have 
aid. 
VER- 
ch a | 
| 
50% _ 
paid \, = 
re- | ” 
“ome " 
pub- . : 
The ™ 
t he ee 
tical — 
able : 
ABC ne 
iness ws 
ayia 
are a _ 
-Hill sai 
‘om- n 
dis- a, 
CA’s : 
re 
on Pe ie 
ent a 
1eet- : 
ecu- * 
7 Sa 
lated : 
2. 
‘ Z 
h — 
es 
: 
te! 
a 
aa 
r oe 
7 a » 5 
ks & , e 
pinned :, 
Yor! X RRR . 
nt ‘. | 
ig " —=x- 
+ 
24 sae Se 
_ Bas SS 
SPER A Sa xy ..Ss 
EDUNT NR : “AES 
ae Oe eg Ros Bien ; a 
gh “ea oe ae 
‘Se De. = SN e 
So We ee 
»~ eo 
you 
edge” 
— 
‘ vee Z tv e © - f 7A i 4 és . . * : en or ies rope, vice ras 1a i "ag* 2 fe Ne 4 oe a as f 3 be 


Six Name Kight Agency 


Kight Advertising Company, 
Columbus, O., has been named to 
handle the advertising of Every- 
day Poultry Supply Company, 
Sidney, O.; Charavay Company, 
Piqua, O., manufacturer of sur- 
gical pumps; Columbus Milk Dis- 
tributors’ Association; Commercial 
Paste Company, Columbus; Ar- 
rowcrete Corporation, Columbus, 
and Tykie Toy Company, Piqua. 
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‘PHOTO ENGRAVERS 


PAINSTAKING CRAFTSMANSHIP 
FIDELITY OF REPRODUCTION 4 
PERSONALIZED SERVICE 


216 WEST ONTARIO STREET 
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Foster Calls for 
Statesmanship in 


Business Policies 


Asks Marshall Plan 
Support Even Though 
Controls Are Needed 


Boston — Under Secretary of 
|'Commerce William C. Foster last 
/'week charged the New England 
Sales Management Conference 
/here to exert “statesmanship in 
| business.” 
| Urging ‘cooperation, under- 
standing and full support’ for the 
Marshall Plan, Mr. Foster de- 
clared: “As business men, you 
/know from experience that a good 
idea will fail if carried out half- 
/heartedly or underfinanced.” 
| Admitting that the plan for 


|European aid will require sacri- 
fices and maintain pressure on 
certain prices, Mr. Foster assert- 
ed: “The United States cannot 
‘afford to support Europe indefi- 
nitely, and the people of Europe 
already have demonstrated that 
they are ready and willing to) 
work.” | 
‘May Require Controls’ | 
The plan, he continued, “will | 
require that we develop some ef- | 
fective means—voluntary or com- | 
pulscry — for sharing the items) 
most critically needed. .. We may | 
have to impose controls at those | 
points where inflationary pres-| 
sures are greatest.” 
He forecast a return of meat con- 
‘trols if the situation deteriorates | 
further, “fas now seems likely,” | 
but insisted that controls are not) 
a solution. “They do not produce | 
gcods and they do not produce} 
services,” he said. “The only genu- 
ine solution to problems of in- 
flation at home and_ “recovery | 
jabroad is greater, more efficient | 
production—and distribution.” 


Citing the trend toward a larger 


and larger share of manpower in 


the distribution services and the 
increasing cost of marketing, Mr. 
Foster declared that “probably 
the cost of most items the house- 
wife buys is for distribution.” 

While he emphasized his aware- 
ness of the necessity for, and im- 
portance of, the distribution pro- 
cess, Mr. Foster condemned the 
“cost-plus” psychology engend- 
ered by the war years, and asked 
for improved distribution—at 
lower costs. 

“Where do we start?” he asked. 
“Progress will have to come in the 
arts and sciences of research, sta- 
tistics, advertising and the man- 
agement and supervision of peo- 
ple. This means, among other 
things, better market analysis and 
market research; better selection, 
training and supervision of sales- 


‘men and distributors and more 


strenuous efforts to improve ad- 
vertising and methods of sales 
promotion.” 

The recurring problem of sales- 
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TALKS 
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ment and payrolls continuing at peacetime highs. . . 


Retail sales in Wayne County alone, just 
one of the six counties comprising the 


Detroit retail trading area, were well 


over one billion dollars for 


the first 


half of 1947. Sales for the second half 
will be even greater, making Detroit a 


multi-billion dollar market. With employ- 


and with demand for Detroit’s shiny new autos showing 


no signs of slackening . 


. . Detroit’s future as a giant 


market is an outstanding bright-spot on the horizon. - 


Because of The Detroit News’ thorough total coverage 


and the concentration of its 


circulation among the 


purchasing power homes of Detroit, it is possible to sell 


this market effectively through the use of The Detroit 


News alone. The News reaches 63°; of Detroit's effective 


buying 


income and delivers 75°, 


of its trading area 


circulation direct to the HOME by exclusive DETROIT 
NEWS carriers 


LARGEST TRADING AREA CIRCULATION 
IN MICHIGAN 


WEEKDAYS 


National Representatives: Dan A. Carroll, 110 €. 42nd St., New York 17—The John E..Lutz Co., Tribune Tower, Chicago 11 
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men’s compensation was discu:seq 
at the conference by G. C. Dene. 
brink, vice-president of Bigelow. 
Sanford Carpet Company, who 
offered a six-point plan for re. 
muneration. 


‘Must Provide Security’ 


“First,” he said, “the plan must 
provide security of income for the 
salesman; second, it must provide 
the salesman with incentive for 
‘plus’ selling effort; third, it must 
provide equitable compensation 
for one salesman as opposed to 
another; fourth, it must provide 
management with an_ effective 
control over sales expense in re- 
‘lation to volume. 
| “Fifth and most important,” he 
, continued, “the compensation 
‘plan must provide management 
|with an effective method for the 
|direction of sales effort, and sixth, 
|the plan must produce sales vol- 
ume at an economic cost.” 

In closing the conference, Al- 
fred Schindler, former Under Sec- 
retary of Commerce, offered five 
guidepost questions to the selling 
profession for 1948: 
| “1, What products are we go- 
|ing to sell in 1948? 

“2. In what markets are we go- 
| ing to sell them? 
| “3. What methods are we go- 
'ing to use to sell them? 
| “4. What are the conditions 
likely to be under which we shall 
have to work? 

“5. What can and must we do 
as individuals to make the strong- 
est and best contribution to con- 
tinued individual and collective 
|growth and progress?” 


‘Advertising Has 4-Point Job’ 


| 


In discussing number four, Mr. 
‘Schindler declared that advertis- 
'ing has a fourfold job to do “from 
| here on: 

' “1. To continue to tell our pub- 
\lie clearly and convincingly about 
| the products or services we want 
| them to buy from us. 

| “2. To tie in better with the 
‘actual story the salesman is tell- 
ing personally, so that action to 
| buy can be stimulated still more. 
|\Sales messages and advertising 
|messages have in the past not 
|always been correlated, resulting 
|in too big a waste in time, effort 
and money. 

“3. To build in the mind of the 
public not only a reputation for 
our products, but for our company 
and its policies as well. 
| “4, To sell to the public not 
only our products, our policies and 
company standing and reputation, 
but as well the system of free en- 
terprise that has made us a great 
nation.” 

The con‘’erence, pegged on the 
theme, “Planning for more pro- 
ductive selling,” was sponsored b) 
the Boston Chamber of Commerce 
in cooperation with the New Ensg- 
land Council, the Associated I'- 
dustries of Massachusetts, the Bos- 
'ton Retail Trade Board, the Ac- 
vertising Club of Boston, tie 


|American Marketing Associati' 
and other well-known _busin¢ 
| groups. 


NAB Group Names 
Agency, Practices Unit 


The advertising agency recog! 
tion bureau and sales practi 
subgroups were among six Sa 
Managers’ Executive Commit! 
subcommittees named by the N 
tional Association of Broadcast 
last week. 

The subcommittee consider 
an advertising agency recognit! 
|}bureau includes Ray Bak« 
|/KOMO, Seattle, chairman; Har‘ 
Soderlund, KFAB, Omaha, 42! 
| Joseph B. Matthews, WIRK, W< 


Palm Beach. The sales practic 
subcommittee includes John W 
|Kennedy Jr., WHAM, Rochest¢ 


N. Y., chairman; John M. Outle 
Jr., WSB, Atlanta; Craig Lav 
rence, WCOP, Boston; John Too 
hill, Burns-Smith Company, Ch 
cago, and J. Robert Gulic! 
/WGAL, Lancaster, Pa. 
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WOMEN’S WEAR DAILY DAILY NEWS RECORD 


The Symbol Behind This Structure 


This new Fairchild Building is far more than mere steel 
and stone...more than brick and mortar...even more than 
the costly machinery already installed and in action. This 
building is the symbol of faithful news service for more 
than 57 years. 


This growth is the result of a single undeviating purpose— 
to bring the news, all the business news in the fields we 
cover, to our readership. To bring it fast, while it is still hot 
news, and while there is still time for our readers to do 
something about it. 


And that takes a lot of doing... a lot of space...a lot of 


machinery ...a lot of wire and wireless contact all over the 
world...and more important, a lot of people who know 
their business, who know news when they see it, who 
know how to track it down and evaluate it and shoot it 
along to our 117,079 subscribers. 


We need that structure to maintain our reputation for 
comprehensive news coverage and high speed publishing 
...f0 keep our gears meshed to the modern tempo of 
business...to keep our fingers on the national and inter- 
national pulse and its significant implications to business. 


Fairchild, a big publishing business... keeps pace with an 
ever-growing industry, because it caters to big business. 


FAIRCHILD PUBLICATIONS 


8 East 13th Street, New York 3,N.Y. Phone ORchard 4-5000 
Covering the Textile, Apparel, Home Furnishings and related industries 


MEMBER AUDIT BUREAU OF CIRCULATION 


RETAILING HOME FURNISHINGS MEN'S WEAR FOOTWEAR NEWS FAIRCHILD BLUE BOOK DIRECTORIES 


FAIRCHILD BUSINESS PAPERS—THE HEART OF THE BUSINESS NEWS 
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Emerson Head 
Sees $150-175 
Television Soon 


| president of Emerson Radio & 


| PAoncerepA Corporation, that the 


company will have video sets in 


‘the $150 to $175 price range in the 


/not too distant future. 
Mr. Abrams spoke at a dealer 


NEW YorK—Another indication meeting here where Emerson’s 
of things to come in television |new $269.50 television receiver— 
merchandising was the statement ‘the lowest priced table model set 
last week by Benjamin Abrams, | with a 10-inch screen on the mar- 


BEGINNER'S LUCK ? 


Yo! Aug amateur can set 


FOTOTYPE 


All letters in each line are quickly as- 
sembled and automatically aligned in 
special composing stick ready to paste 


to the finished art. Ideal for heads . . 
_ Available in transparent or opaque 
letters. This ad set with Fototype in 4 


cH 
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\president of the company, 


ket—was unveiled. He predicted 
that within two or three years 


television production will surpass 
the standard radio output at 
Emerson. 


Plans 500 Sets Daily 


Dorman Isreal, executive vice- 
said 
Emerson expects to reach a daily 
output of 500 television sets, one- 


third of the total rate of the in- 
|dustry at present, this year. 


Among new radio models intro- 


|duced were two console phono- 


radios, at $99.95 and $149.95. Nov- 


‘elty item in the group was a port- 


‘able portrait radio, called “Me- 
|'mento,” for which a $200,000 ad- 


vertising campaign is scheduled. 
In plastic, the radio, which con- 
tains a place for the owner’s 
favorite photograph, is priced at 
$50; in leather, at $60. 

The campaign, through Grady & 
Wagner, will include full-page 
color ads in Collier’s, Fortune, 
Ladies’ Home Journal, Life, The 
New Yorker and The Saturday 
Evening Post. In addition, there 
will be cooperative newspaper 
copy. 

As to the company’s over-all 
advertising plans, executives re- 
affirmed the figure of $7,000,000— 
first made public in AA, Jan. 5— 
for its 1948 budget. 


Now Sells Prints 


The March of Time, New York, 
has announced that its forum edi- 
tion prints, which heretofore have 
been released only on a rental 
basis, will now be sold outright. 
The 16mm prints are priced at 
$55 per print, average 16 minutes 
in running time, and there are 
now 35 available, with five more 
to be added March 1. 


Enterprise Splits Up 
Research Analysis, with offices 
in the Railway Exchange build- 
ing, has been opened in Denver 
by William G. Pearson, one of the 


originators of Research Enter- 
prises, started in Denver two 
years ago. The other Research 


Enterprises partners, W. N. Mc- 
Phee and E. D. Whittelsey, have 
incorporated Research Services, 
with offices in the Temple Court 
building. 


Starts Valentine Drive 


Elgin American division of Ili- 
nois Watch Case Company, Elgin, 
Ill., has launched a Valentine Day 
theme in its full-color ads and on 
its Groucho Marx radio program. 
In addition, gift cards, display 
cards, newspaper mats and win- 
dow display suggestions are being 
used as part of the promotion. 


Appoints F&S&R 


Webster - Chicago Corporation, 
maker of record changers, has 
placed .its advertising with the 
Chicago office of Fuller & Smith & 
Ross. 


*Pulse of Philadelphia 
Hooper 
BMB 


“Umbrella Coverage” 


Reaching for Business? 


WCAU’s 50,000 watts reaching out in all 


directions, gives a plus listening audience 


in sixteen states in addition to the 


largest audience in Philadelphia*. 


WGLAU 


50,000 WATTS ¢ CBS AFFILIATE 


PHILADELPHIA’S LEADING RADIO INSTITUTION 


The Philadelphia Bulletin Station 


asian 


Advertising Age, January 19, igqJ 


Radio Needs Orly 
One Rating Job, 
MBS’ Kobak Says 


New YorK—There were two oft 
repeated statistics in New Yori 
last week. 

Awed newscasters and reporter 
took every opportunity to sum y 
the magnitude of the “blizzard ¢ 
1947” by pointing out that 99, 
000,000 tons of snow fell during 
24 hours. : 

CBS, meanwhile, offered — jt 
listeners this regular station brea} 
pronouncement: “This is CBS 
where 99,000,000 people gathe 
every week.” 

But it took Edgar Kobak, presj/ 
dent of MBS, who never misse; 
a radio statistic or an opportunity 
to get in a word on the subjec 
of coverage, to capitalize on thi 
rare coincidence. 


Hits Confusion 


In full-page ads in busines 
papers, with the subtle headlin 
“99,000,000 Tons of Snow,” Mr 
Kobak, using CBS’ 99,000,000 lis 
teners announcement as a lead-in, 
made a power attack on the “con 
fusion in radio statistics.” 

He wrote: “A network take 
full pages and double spreads t¢ 
say that ‘99,000,000 people gathe 
every week at our network’. . 
and what happens? Right away 
questions about method, interpre 
tation, validity and age of thd 
statistics. 

“How has it come about tha 
broadcasting research and radi 
statistics need only to be pub 


lished to be suspect ... to bd 
fair game for attack? . . . Doesn’ 
the answer lie in this fact: tha 


there have always been so many 
individual and different yard 
sticks in radio statistics that con 
fusion was bound to arise?” 


Mutual president suggested: 

1. One rating service—with th 
merging of Nielsen and Hooper. 

2. One industry-wide coverag 
authority, 
methods including Mutual’s listen 
ability, under the direction of 
single organization responsible t 
the industry. 


by the elimination of waste. 


Station Equipment 
Orders at $12,500,000 


Nearly $12,500,000 of broadcas 
transmitting and studio equipmen 
was ordered during the first hal 
of 1947, the Radio Manufacturer 
Association reported last week 
More than $9,200,000 worth o 
equipment was delivered durin 
the same _ period. Governmen 
business, particularly radar equip 
ment, continued to dominate orde 
books. 

FM equipment for broadcaster 


orders and $1,800,000 of the ship 
ments. AM transmitting equip 
ment orders totaled $2,400,000, an 


shipments $2,300,000. Telev:sio! 
equipment orders amounted 1% 
| $1,800,000, shipments $1,350,000 


Government orders amountec. | 
$73,881,000 including $52,500.90 
for radar. 


v 


Knight Appoints Uridg: 

Owen F. Uridge, who unti! 
November was vice-president 1! 
general manager of Station V JR 
Detroit, and since that time “2 
been conducting national sur -) 
for the broadcasting industry, 4 
been appointed by John S. Kn 
|publisher of the Chicago |! 
News and other Knight new 
pers, as an executive of 
|Knight’s various radio inte! 
and general manager of Sta 
WQAM, Miami, Fla. 


Appoints McQuaid 
| CC. G. McQuaid, formerly ™:" 
‘aging editor of Industrial Ke“ 


tions Magazine, Chicago, has 9°“ 


|named public relations direct 
| Wolfe - Jickling - Dow & Conk 
| Detroit advertising agency. 


To ameliorate this situation, the 


combining various 


3. Reduction of research costs 


accounted for $3,300,000 of thé 
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HESE VOLUMES were created to give an idea of 

how much the Post brings you within a sin- 
gle year. Pages alive with great reading—the pick 
of popular fiction, illustrated by America’s lead- 
ing artists; authoritative medical and scientific 
news; highlights from the world of sports; quot- 
able articles about important events and event- 
ful people. 


Note the volume ‘entitled “The Washington 
Viewpoint” on the topmost lefthand shelf. 
Within the next twelve months the Post will 
bring you many articles dealing with the most 
exciting political developments of the year. 


SADMIRAL 


f- M 
‘ , 


‘A 


Fascinating 
Personal tre 


~ 
Z 
op 
~ 
= 
PN 
So 
si 
7) 


HALSEY 
tells his story 


Bevtenan! (ou menre 


JD Beyen til 


Faseunating 
Personalihe 


fascinating 


Personalities 


FOR 
THE 
OFFICE 


ea oe gm 


1S LSO 


Like a good laugh? During 1947 the Post pub- 
lished more than 1600 cartoons, as represented by 
that fat volume on the lower righthand shelf— 
more cartoons than any other magazine. 

Interested in what the future holds? Of course 
you are. That’s why the volumes made up of ad- 
vertising from the Post are so important. During 
the coming year you'll find, as usual, that all the 
new and better products appear first in the Post. 

Yes, there is much in store for you in the year 
to come. Each week The Saturday Evening Post, 
America’s most potent editorial and advertising 
force, adds to the library of your mind. 
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Study of Postal Operations 


We are delighted to learn that 
the Commission on the Organiza- 
tion of the Executive Branch of 
the Government, headed by for- 
mer President Herbert Hoover, 
has engaged Robert Heller & As- 
sociates, management engineering 
organization, to make a complete 
and detailed study of Post Office 
organization and operating meth- 
ods. 

The Post Office Department, 
through the years, has been far 
freer than most governmental 
agencies of the taint of spoils poli- 
tics, but there is considerable 
room for doubt about its freedom 
from the natural weaknesses of 
bureaucracy. 

A good many postal operations 
have “just growed,” with little 
rhyme or reason behind them; 
and a good many postal regula- 
tions, which presumably once had 
the backing of reason, have long 
since ceased to make sense. A 
complete, unbiased, intelligent ap- 
praisal of postal organization and 
operating methods should be of 
great value to the entire country, 
as well as to all segments of busi- 
ness, particularly if suggested re- 


forms are promptly put into effect. 

The postal service has in recent 
years done a volume of business 
far above any volume ever con- 
templated; yet, apparently be- 
cause of a combination of rising 
costs, improper organization and 
lack of payment for enormously 
increased service to other depart- 
ments of the government, its fiscal 
affairs seem to be in worse shape 
than ever before. 

Substantial rate increases have 
been suggested as the method of 
wiping out or ameliorating the 
“deficits” which appear on Post 
Office books. These increases have 
been opposed by various types of 
mail users, largely on the strong 
suspicion that postal operating 
costs and postal efficiency are not 
all they might be. 

The current study, if properly 
and adequately conducted, should 
go far toward providing the basis 
for operating improvements and 
organizational efficiencies which 
can put the whole postal system 
on a sound, business-like basis 
which will enable this basic arm of 
government to perform its impor- 
tant tasks at maximum efficiency. 


A Lesson in Cooperation 


Sharp-eyed readers of ADVER- 
TISING AGE may have noticed that 
some pages of last week’s issue 
were set in a body type other 
than the 7% point Excelsior which 
is our normal face. The reason 
was a print-shop accident before 
which all other accidents pale into 
insignificance: The okayed last 


form of last week’s AA, ready to | 


run, was not securely locked on 
the press. When the press started, 
the form slid to the floor, a mass 
of rubble. 

Sixteen full pages had to be 


came over all of them that they 
were witnessing one of the all too 
rare examples of perfect coordi- 
nation and cooperation toward a 
common goal. The men who were 
working at top speed, often run- 
ning instead of walking, applying 
every ounce of skill and knowl- 
edge and concentration to the task 
of meeting the emergency, were 
all members of the International 
Typographical Union, members in- 
deed of the same local which has 
been on strike against Chicago 
dailies for two months, and which 


completely reset, including ads as| is now working without a contract 


well as editorial material, on an 


| 


in the city’s job shops, presum- 


emergency basis, when this final| ably ready to strike unless their 
form should actually have been! complete demands are met. 


rolling off the press. 


A pied form, particularly for a | harder, probably, 


newspaper like ADVERTISING AGE, 
is the ultimate in misfortunes, and 
there were some of the longest 
faces in history apparent in our 
offices as the word came in. An 
emergency crew was hastily or- 
ganized for what looked like an 
all-night vigil. 

But as that crew descended 
upon the print shop to find lino- 
type operators, makeup men and 
ad composition men working like 
beavers to repair the damage done 
in the press room, the feeling 


Yet here they were, working 
than any of 


them had ever worked before, 


|putting a brand new form to-| 


} 
| 


| they admitted it was fun, because | 


gether in less than half of normal 
time, and garnering obvious satis- 
faction from their labors. 


“Don't pay any attention to my husband, Mr. Gravitt. All he thinks about 
lately is how rates are going up.” 


| 


J 
| 
| 
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Thane of Candor 

Ralf M. Spangler, president of 
General Advertising Agency, Los 
Angeles, recently had a_ severe 
shock. “In my 25 years of active 
advertising writing, this is the 
first time a client has permitted 
me to tell the unvarnished truth,” 
says Mr. Spangler. (And there, 
chums, is an admission.) 

Boyd H. Gibbons, an L. A. Ford 
dealer, Mr. Spangler’s client, de- 
livered himself of the confession. 
In a Times ad, headlined “He 
thinks we stink!” Gibbons told of 
one Donald B. MacAfee, who had 
said to him, in part, “I never got 
such poor service in my life. . 
you gave me a lousy repair job 
... Nuts! don’t talk to me about 
Boyd H. Gibbons service — your 
ads are all a bunch of bunk .. .” 

“Ts it true what Mr. MacAfee 
says? Answer: it was. And be- 
cause there are probably many 
others who are still mad at us and 
talk back when they read these 
ads, let’s let our hair down.” 

Then Gibbons admits that his 
company was undermanned and 
undertrained during and shortly 
after the war. It kept cars on the 
road and it made new friends— 
but there were some foul-ups. 

“Only a small percentage of 
jobs were ‘loused up’ but we are 
still worried about those jobs. If 
you are dissatisfied with any work 
you had done at Boyd H. Gibbons 
—this advertisement is directed to 
you to ask you for a chance to 
make good. . . We've invested a 
fortune in new equipment, added 
more space, trained more men and 
women in the Gibbons way of do- 
ing things right... .” 

Only 1.3% of Gibbons’ custom- 
ers, according to survey, were dis- 
satisfied, and Gibbons is trying to 
whittle it down. 

Mr. Spangler brews a strong 
medicine, but could be that other 
advertisers could use it with 
profit. 


Diana’s Dream 
In the Tribune, Saint Jo, Tex., 
the following ad was published by 


They worked “like dogs,” but/g farmer: 


there was a sense of teamwork 


“Notice is hereby given that it 
is okay by me for you to hunt 


‘and personal accomplishment in/|birds, bears or any wild game on 
'the face of a crisis. If this spirit|™y farm two miles northwest of 


could manifest itself on all sides 
more of the time, American in- 
dustry could make previous “ 
acles” look like child’s play. 


| 


‘appreciate your closing gates, but|crash; a star is slated to be de- 
~~ |if this is too much trouble, leave | ported for smuggling; 
mif- | them open. Would also appreciate |actor will be a suicide in Au- 
| your not shooting my hogs and | gust. eo 


Saint Jo on Highway 82. Would 


*|nent Economists prepare for us 


cattle, but if they get in your way, 
let ’em have it. I don’t want any- 
thing to spoil your hunting.” 


Oh, Well Department 

January “Grey Matter,’ Grey 
Advertising Agency newsletter for 
manufacturers, devotes three 
pages to a documented demon- 
stration of the fact that economic 
forecasts are not as reliable or ac- 
curate as the public’s guesses. But 
January “Retail Grey Matter,” 
companion newsletter for retail- 
ers, includes a plug for a monthly 
sales service the agency gets out. 
One feature of the January serv- 
ice: “We have had several emi- 


their analysis of the outlook for 
retail business for Spring 1948 .. .” 


Jottings 

Interested advertisers can buy 
matchbooks carrying Institute for 
American Democracy themes, pre- 
pared by Universal Match Cor- 
poration. The matches stress the 
need for tolerance and unity, and 
their cost is 55 cents per thou- 
sand... 

Bemis Bro. Bag Company, St. | 
Louis, turned out a beautiful let- 
ter and release about its Christ- 
mas cards, but they failed to en- 
close a sample... 

Gray & Rogers has discarded its 
old release form for . something 
more streamlined. For 20 years 
it had showed an Indian tepee, 
with three fires built in front of 
it, with the baseline “Good news.” 
We think it’s only fair to say, 
now,, that three fires are generally 
construed to be a distress sig- 
ae 

Add Movie Headlines: 20th 
Century-Fox “Captain from Cas- 
tile’-—“Four Centuries in the 
Making! Filmed for one year in 
the rugged heart of Mexico!” ... 

And F. W. Mathers, Mt. Eph- 
raim, N. J., sells card tables with 
advertising on the top spaces, to 
be sold by church groups, etc., to 
local merchants. . . 

If you think ’48 looks bad, you 
should hear Criswell, an astrol- 
oger who writes for Motion Pic- 
ture magazine. In March, Powell, 
William, will win an Oscar; March 
will also be distinguished by the 
strangling of a Hollywood glamor 
girl by her husband; in May two 
stars will be killed in an airplane 


a famous 


The following documents may be 
secured without charge from con- 
panies sponsoring them or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 11, 


No. 2974. Where Kilroy Stopped. 


Teachers have the urge, the 
time and the money to travel, The 
Grade Teacher says in this folder, 
which reports some results of 
travel advertising in the publica- 
tion. 


No. 2975. How to Hook Men. 

What, in the magazine field, in- 
terests men and why is the sub- 
ject of this brochure, issued by 
the Dell Men’s Group. The ma- 
terial describes the editorial con- 
tent of magazines in the group, 
circulation and cost per circula- 
tion. 


No. 2976. A Survey on Housing. 

Canadian Home Journal has is- 
sued this Reader Advisory Board 
Study No. 3, a detailed analysis 
of present housing, plans to buy 
or build, and materials and equip- 


ment involved in plans for the 
future. 
No. 2977. Apparel Arts Brand 


Name Directory. 


This Brand Name Directory, in- 
cluding trade and style names in 
current use, which appeared in 
the January issue of Apparel Arts, 
is available in reprint form. 


No. 2978. The Life and Looks of 
Our World. 


Our World, the picture maga- 
zine, has issued this folder, in 
which its market (called “Negro 
urban America”) is evaluated and 
circulation described. A national 
survey is quoted on Negro income 
and expenditures. 


No. 2979. The Magic Circle. 


BMB audience maps, day and 
night, with market data for both 
coverage areas, are included in 
this file folder issued by Station 
WBIG, Greensboro, N. C. 


No. 2980. 
List. 
The Appleton Post-Crescent has 
issued this route list covering 


Grocery - Meat Route 


|grocers and meat dealers in the 


Appleton, Wis., trading area. The 
booklet contains market facts 
about the city and its trading 
zone. 


No. 2967. Annual Report Adver- 
tising. 

The subtitle of this brochure, 
issued by the New York Times, is 
“How companies like your own 
put [annual report advertising] ‘o 
work to make shareholders, en 
ployes and customers into und¢r- 
standing friends and supporter.” 
Examples of ads used by num: '- 
ous companies are reproduced 


No. 2953. How Pathfinder *°- 
came America’s Second La: J- 
est News Magazine. 

Pathfinder has issued this '&- 
port, which tells about the gro, 
and progress of Pathfinder sinc: 
was purchased by Farm Jour 
in 1943. The report covers ©! 
torial content, circulation, adv‘ “- 
tisers, readership and market. 


No. 2926. Survey of the Airpo’'s 
Field. 

Haire Publishing Company 
issued this detailed report cové 
ing all phases of the markets ths! 
exist in connection with airpor' 
which, it is pointed out, are av: °- 
tion’s point of sale and point of 
use. 


‘ w 
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You undoubtedly are familiar with the great advances made by 
y and The PHILADELPHIA INQUIRER. Tremendous increases in circulation and 
Ape advertising have established THE INQUIRER as one of America’s greatest 
— newspapers and most productive advertising forces. 
Route This continuing growth leads logically to establishment of exclusive 
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|year, but claimed that this new 
|business— mostly _ publications, 
| packages, direct mail advertising 
matter and money orders—hurts 
| the department’s financial posi- 
| tion. 


Will Add to Deficit 


Pan-Am Appoints Pace M k p f ffi 
William H. Pace Jr., former as- | a @ 0S ice 

sistant to the director of passenger | 

sales for American Airlines, New A) If 5 ffi * 

York, has been appointed assist- | { 

/ant to the general sales manager | e U Icien | 

of Pan American Airways, New 

| York. 


CIRCULATION (current averse) 
ST. JOSEPH NEWS-PRESS 
St.Joseph Ouzette 


“Since these classes of business 
cost more to handle than the reve- 
nue they produce, increases in the 
volume handled will be directly 
reflected in increases in the de- 
ficiency in postal revenue,” he de- 
clared. 

The President’s firm statement 
that “business classes” of mail are 


President Urges 


WASHINGTON—President Truman 
|touched off the postage rate issue 
|}again last week. 

Several times in his budget 
|message to Congress, the Presi- 


( hdl ao THIRD IN THE NEW OUTDOOR ANNUAL 
|dent referred to the fact that de- 


e atte 'e , i | . 
Year after year we have painted between twelve ‘partmental losses are running 


and twenty-three of the “Hundred Best” 


posters of the year. One of our artists should fit 


your appropriation. 


above expectations this year, with |not paying their way comforted 


little possibility that increased 
traffic will alleviate the situation. 

Urging immediate steps to make 
the department self sufficient, the 
President predicted a postal deficit 


'months ending June 30, with an 
equal deficit in view for the suc- 


|of at least $325,000,000 for the 12) 


{those members of Congress who 
feel that a rate bill should be 
passed immediately without 
awaiting further departmental 
efficiency studies. 

Scme Republican leaders feel 
that no rate changes should be 
made until the completion of an 


(fuller, fobrusler nd Wie Qo 


ceeding year. 
510 NORTH DEARBORN + CHICAGO 10 + WHITEHALL 6070 


He reported mail volume up 
3.7% during the current fiscal 


engineering survey of the depart- 
ment now being conducted by 
Robert Heller & Associates, Cleve- 


“, 
ee 


SS 


“ ‘ 
‘ 
“ats, 
*. . 
ne 
be 2 
_ ‘el. oot 


ni eee 
a neat 


ATHLON 


“I suppose that one’s a big favorite with the advertising fraternity, eh?” 


OTHER FACTS YOU CAN TIE TO: 


® The Cincinnati Enquirer has the 
largest circulation of any Cincin- 
nati newspaper, daily and Sunday. 


® The Cincinnati Enquirer carries 
more advertising linage than any 
other Cincinnati newspaper. 


® The Cincinnati Enquirer has the 


‘in: juirer h: Represented by 
lowest milline rate in Cincinnati. 


Moloney, Regan and Schmitt, Inc. 
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jland, one of the nation’s leadi)., 
firms of management enginee*s 
(AA, Jan. 12). The Heller cor- 
pany has been retained by a sp. - 
cial efficiency commission headed 
by former President Herbe;t 
| Hoover. 

A second firm of Cleveland 
management engineers’ entered 
the picture, under the direction 
of the House post office and civi| 
|service committee, which has 
‘been making its own survey of 
'departmental operations. 


Trundle Plans Study 


To assist staff personnel, the 
committee has authorized Trundle 
Engineering Company to study 
‘collection and delivery of city 
mail and parcel post in a metro- 
politan community, with a view 
|of determining possible savings 
‘from better controls, improved 
methods and increased mechaniza- 
tion. 

The President’s estimate of a 
$325,000,000 deficit omits recent 
increases in rates which the Post 
Office must pay railroads retro- 
active to February, 1947. The 20% 
increase approved by ICC last 
month adds at least $40,000,000 
to departmental costs. 

A further 15% increase still 
pending before ICC may run rail 
rate hikes to a total of nearly $70,- 
000,000. In addition, airlines are 
seeking rates which would in- 
crease air mail costs by $46,000,- 
000. 


Railway Express Rates Up 


The Presidential budget point- 
edly reminded Congress that there 
‘have been two increases in the 
rates charged by the Railway Ex- 
|press Agency, and that these 
higher rates have driven huge 
|volumes of unprofitable parcel 
| post business to the department. 
| The President’s decision to with- 
‘hold his support from pay raises 
|for government workers at this 
time may head off, at least for 
|the present, a new postal wage 
/bill which would tack upwards 
|of $100,000,000 on the depart- 
| ment’s expenses. 

The President said an effective 
|price control program would be 
/much more advantageous to fed- 
eral workers, but he added that 
/he will Have to reconsider this 
/suggestion if Congress fails to 
‘adopt a program to check rising 
|living costs. 

/'NYU-Bellevue Sponsors 
|Newspaper Campaign 

| The New York University- 
| Bellevue Medical Center Fund is 
| Sponsoring a series of full-page 
|advertisements in the New York 
| Herald Tribune, New York Times 
|}and Wall Street Journal, designed 
to educate business executives on 
,the value of industrial medicine 
;}in reducing the cost of employe 
sickness absenteeism. 

| The drive was prepared as 
'public service by a committee 0! 
|New York advertising men _ in 
cluding Julien Field, William Est: 
& Co., as chairman. Others in the 
group are John C. Cunningham 
Newell-Emmett Company; Walt 
Weir, Walter Weir, Inc., and Wi! 
|liam Strosahl cf the Esty agenc) 


Haller Appoints Race 

W. A. Haller Corporation, Phila 
|delphia, has appointed S. Kem; 
ton Race, Brookline, Mass., d! 
tillers’ representative in New Eng 
land, as division representati\ 
with headquarters in Boston. M 
Race has been associated with O! 
Custom House Liquors, Bosto! 
He also has served with Walter Bb 
Snew & Staff, Boston. 


WABY Elects McDonald 


A. J. McDonald has been electe: 
president of the Adirondack 
Broadcasting Company, which op- 


erates Station WABY, Alban) 
N. Y. Other officers elected in- 
clude: Joseph J. Casey, vice- 


president and assistant secretary 
Russell Wilde, secretary; Richar« 
C. Taylor, treasurer, and Roy G 
Finch, assistant treasurer. 
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Baxter Charges 
‘Fortune’ Article 
Sells Canada Short 


vToronto—An article on Canada | 
in the January issue of Fortune | 
drew a sharp retort last week. 
from James Baxter, president of. 
McKim Advertising Ltd., Cana- 
dian advertising agency. 

In large-space advertisements 
in the Toronto Globe & Mail and 
the New York Herald Tribune, | 
Mr. Baxter declared that the ar- 
ticle’s “note of disparaging doubt” 
about Canada’s future “is hardly 
a tribute to your usual perspi- 
cacity.” : 

Mr. Baxter acknowledges that 
Canadian branches of U. S. firms 
have done much to further Cana- 
dian industry. He points out, how- 
ever, that it was the U. S. refusal 
“in the mid-nineteenth century 
and after, to leave its markets 
open on a fair basis to Canadian 
producers that forced Canada, de- 
sirous of maintaining her national 
identity, to build up behind an 
adequate protective tariff an in- 
dustrial plant of her own, and 
that it is this tariff which has en- 
abled U. S. industries to develop 
profitable establishments in Can- 
ada.” 


Ripe Plum Again? 


Mr. Baxter also detects in the 
Fortune article ‘fan echo of the 
last century when an erroneous 
conception of ‘manifest destiny’ 
led certain U. S. politicians to pic- 
ture Canada as a plum that would 
drop into the lap of the American 
colossus when time had ripened 
the fruit.” 

“Canadians have outgrown the 
inferiority complex that is apt to 
breed touchiness in smaller na- 
tions. whose orbits impinge on 
great world powers,” he continued. 
“It is unfortunate (if you will 
pardon the double meaning) to 
see a journal so influential as 
yours falling below the standards 
of sympathetic neighborliness cus- 
tomarily adhered to by itself. . . 
Canada has been in happier times 
‘the best and by all odds the most 
prosperous customer of the U. S..,’ 
and she deserves, I think, to be 
regarded with friendly sympathy 
in her present crisis, rather than 
with an attitude of supercilious 
disparagement. 

“For any Canadian can assure 
you that Canadians are not going 
to sit down resignedly under an 
‘austerity complex.’ Canadians are 
not made that way. . . Canadians 
have a confidence in their ability 
to build a future which will even- 
tually, if not now, command your 
respect.” 


Offers Trip to England 
to Contest Winner 


An award of a one-week trip to 
England will be made by Station 
WPEN, Philadelphia, to the win- 
ner of an essay contest being con- 
ducted among students of 11 local 
colleges and universities partici- 
pating in “International Quiz,” a 
series of transatlantic programs 
between England and this coun- 
try 

The writer of the best essay on 
the subject of British-American 
amity will be flown to England 
Via the British Overseas Airways 
anc will be the guest of the British 
Broadcasting Company, London, 
lor one week. 


Berger Names Shaffer 


‘an Shaffer, formerly manag- 
editor of Scene Magazine, has 
en named account executive 
director of production in 
rge of publications of Abe Ber- 

se: Advertising Agency, Dallas. 


Appoints Rike V.P. 
I. O. Rike Jr. has been elected 
-president and manager of Bo- 
z@ 6& Jacobs, Dallas, succeeding 
E. &. Rominger, who has resigned. 
Mr Rike has been with the 
4eeney for three years. 


— Rureau o 


b Educational Services 


A DEPARTMENT OF THE BYRON G. MOON COMPANY, 


INC. 


Our Services to EDUCATORS ~— Our Services to BUSINESS 


The facilities of The Byron G. 
Educaior-Consumer Relations—Services “By Educators, For 

We confine our “Basic Themes” 
our material, 


by chapters, that it is “Ready-to-Serve” 
Anctruc.ors 


o. that basic subject and those instructed. 


Moon Company, Inc., are devoted to 
Educators.” 
or projects of education to those that 
are broadly and basically needed by educators. We so prepare and arrange 
the needs of the 


federal, 


visors, and the research facilities of an industry or a leading institution. 


We prepare each chapter of our “Basie Theme” 


with the cooperation of 
state, and local educational authorities, 


individual educa.or ad- 


All our educator material is supplied to instructors in High Schools an ! 


Colleges without cost because of the sponsorship we obtain for each chapter. 


\ny of our service material to BUSINESS is paid for by the one requesting it. 


“lJessage No. 2 


Message No. 1 appeared in Dec. 15 issue 


KEEPING AMERICA'S BUSINESS HEALTHY | 


BUSINESS MEN AND EDUCATORS REALIZE THAT AN APPRECIATION 


OF 


AMERICA’S BASIC INDUSTRIES BY CITIZENS OF ALL AGES WILL CONTRIBUTE 


TO AMERICA’S BUSINESS HEALTH. 


“Evolution of Our NATIONAL and FAMILY Income” 
is tae “basic Theme” of our BUSINESS HEALTH Edu- 
cator Service material, which we have already placed in 
the hands of 50,000 of our nation’s 


leading educators, 
so they may understand and have the appropriate material 
v9 teach effectively: 


Where Jobs Come From; 
het Makes Our “Business-Managed Competi- 
tive Enterprise” Tick; 


And to help-them teach the TRUTH—that indi- 
vidual endeavor and cooperation by each with 
all of us, still reap their individual and national 
reward in our free country. 


——— —— 


_ KEEP AMERICA HEALTHY er 2 


TWO CHAPTERS OF OUR a BASIC THEME 


ARE NOW IN OPERATION WITH EDUCATORS 


CONTRIBUTION OF AGRICULTURE TO HEALTH. 
HAPPINESS, AND PROSPERITY (sponsored by Inter- 
national Harvester Company ). 

CONTRIBUTION OF PETROLEUM TO INDUSTRY, 
FARM, AND HOME (sponsored by American Petroleum 
Institute). 

Our third chapter, that should be available about Pebru- 
ary First, is—CONTRIBUTION OF MOTOR VEHICLES 
TO INDUSTRY, FARM, AND HOME (sponsored by 


Automobile Manufacturers Association ). 


Other chapters are available for sponsorship. 
/ I I 


Each Chapter of Our Instructor Kit Comprises: 


Transmittal Letter with “Use” suggestions. 


. Instructor Manual giving National Facts (24 to 54 pages). 
x 34”) 


Large (22” 2-color visual Wall Charts. 


Pr f S 


Twenty 6-page (7-minute reading) Digest Leaflets for distri- 
bution to those instructed (with more available on request). 


uw 


Six-page Supplementary Bulletin giving basic information 
regarding the principles of our National and Family Econ- 
omy and suggestions for developing “Know Your Own 
County” study projects, using County Data Sheets together 
with this diagram illustrated and others. 


During the past eighteen months, while supplying our 
“Evolution” project material to educators, we have been 
contacting hundreds of business executives who showed 
interest in questions based on our material, such as: 


1. What percentage of raw materials used by factories comes 
from farms? 

2. What are the eight basic segments of our nation’s agri- 
culture? 

3. Are you taking part in any project of soil conservation? 

4. Do you know that since the drilling of Drake oil well in 


1859. employment in the oil industry has grown from 1,473 
to 1,590,000? 

5. Do you know that, as the result of Chemistry and Research 
applied (FACTS applied), 28 per cent of all our nation’s 
organic chemicals are derived from petroleum? 

6. Do you know that the automotive industry generates one 
out of every seven jobs and one out of every six businesses 
in the U. S. A.? 

(Answers to hundreds of important questions, like the above, 

are contained in our instructor manuals, charts, and bulletins. ) 


BUSINESS MEN ASK FOR IT 
We are receiving requests for our material (as supplied 
to teachers) from business houses. They tell us that every 
business executive and salesman of our business-man- 
aged, private, competitive enterprise system NEEDS TO 
KNOW—NEEDS TO TELL THOSE HE CONTACTS and, per- 
haps, NEEDS TO DEFEND INTELLIGENTLY our Ameri- 


can Free Enterprise System if they wish it to continue. 


Our NEW (Money-Back) Offer to BUSINESS... 
“MAN ALIVE AMERICA" Service-to-Salesmen 


If you wish a complete set of these industry chap- 


a 
Mi 
INDUSTRY MG an os sn 
p= = GASOLINE 
xa ai LUBRICATING OILS 
‘ . FUEL ONS 
; re BOTTLED GAS ed 
A a ra __KEROSINE 
PETROLEUMS 
MARKETABLE SERVICES 


Petroleum's Services to Industry, Farm, and Home 


ters and copy of our “Evolution” project materia! 
we send to educators and business executives 
regarding it. during 1948... send $5.00 to 
EDUCATION Business-Service Department 
THE BYRON G. MOON COMPANY, INC. 
401-3 Broadway, New York 13, N. Y. 
and we will send it to you with suggestions for “MAn- 


ALIVE AMERICA” Service-to-Salesmen use. MONEY 
Back:—You may. if you wish. return same within ten 


davs and we will refund your money. 
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PAPER CEMENT 


ideal for Photo Albums, Scrap Books and 
Every Paper Pasting Purpose. Sold by Photo, 
Stationery and Artist Supply Dealers... . 


Business Papers Move 

The Chicago office of the New 
York Journal of Commerce has 
been moved to 12 E. Grand Ave., 
and the New York office of the 
Chicago Journal of Commerce has 
been moved to 63 Park Row. Both 
moves are a result of the merger 
of the two papers. 


. 
a“ 


* STADLER STUDIOS * STADLER STUDIOS 


62 E. LAKE ST., CHICAGO 1, ILL. 
§ AU PHONES RANdolph 9892 


STADLER STUDIOS © STADLER STUDIOS @ STADLER STUDIOS 


DIOS e STADLER STUDIOS @ STADLER STUDIOS 
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Shearer Heads 
Interstate Ad 
Managers Group 


HARRISBURG, Pa.—John Shearer, 
advertising manager of the Har- 
risburg Telegraph, was elected 
president of the Interstate Adver- 
tising Managers’ Association at its 
20th anniversary meeting here 
Jan. 10. He succeeds Don McKay, 
ad chief of the Times, Chester, Pa. 

Other officers named by the 
group, which includes ad man- 
agers of newspapers in Pennsyl- 
vania, New Jersey, Maryland and 
Delaware, include Karl A. Hoff- 
man, advertising manager of the 
News - Dispatch, Shamokin, Pa., 
vice - president, and Clarence E. 
Hess, advertising manager of the 
Courier, Tamaqua, Pa., reelected 
secretary-treasurer. 

Thomas F. Martin, ad director 
of the Herald, Shenandoah, Pa., 
won the Metro Associate Services 
award by marking up a 40.2% 


No Hooper Ratin 
is Needed 


You don’t need a Hooper rating or a Gallup poll to evaluate 


the farm papers in the Kansas City agricultural area. 


Here’s a count of voluntary individual subscriptions sent by 


mail direct to the three leading farm papers in Missouri and 
Kansas during the six months ended June 30, 1947: 


Subscriptions 
by Mail Direct 
to Publisher 


The Weekly Kansas City Star............27,168 


Second Farm Paper in Missouri........... 


Second Farm Paper in Kansas............ 


290 
230 


Che Weekly Kansas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


441,392 Paid-in-Advance Subscribers 
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‘PARADE 


MAKES BID—Another entry in the 

expanded washing powder field, Parade, 

is being promoted by Par Soap Co., 

Oakland, Cal., in this newspaper copy. 

Brisacher, Van Norden & Staff is the 
agency. 


linage gain during the year, as 
well as the Ed Mac Hirsch cup for 
obtaining the biggest percentage 
of total ad linage—37%. 

The president’s cup for the 
year’s best advertising campaign 
went to John Russell, advertising 
manager of the Derrick, Oil City, 
Pa., while the Mercury, Pottstown, 
Pa., received an award for the 
most unusual ad contest. 


Eight Stations Form 
New Texas Network 


Eight independent radio sta- 
tions have formed the Texas In- 
dependent Network, with head- 


|quarters in Fort Worth. Member | 


|stations are KSTB, Breckenridge; | 
|KRUN, Ballinger; KORC, Mineral 
Wells; KDWT, Stamford; KDNT, 
| Denton; KCLE, Cleburne; KSTYV, | 
‘Stephenville, and KNEL, Brady. 

R. W. Chapman, general man- 
ager of KSTB, is president of the 
network. Vice-president is R. E. 
Bruce, manager of KRUN. Achil- 
|les Corcanges, manager of KORC, 
|is secretary-treasurer. 


‘Jameson Names Sullivan 


| William Sullivan, former dis- 
trict manager for the southeastern 
'states for William Jameson & Co., 
|New York, has been appointed 
|southern division manager. Mr. 
Sullivan joined Jameson in August, 
1944, as Georgia manager. 


Advertising Age, January 19, 194g 


Networks Invite 
NAB Cooperation 
on Presentation 


New York — National Associ;-. 
tion of Broadcasters, which has 
been asked to cooperate with the 
networks in their promotional 
presentation on radio, will con- 
sider the proposal at its February 
board meeting. 

This $50,000 project, now being 
formulated by ABC, CBS and 
NBC, is aimed at explaining the 
“complex story of radio” to in- 
dustry’s top management. Al- 
ready NAB’s sales managers ex- 
ecutive committee has approved 
the plan. The networks’ commit- 
tee also hopes national spot rep- 
resentatives will get on the band- 
wagon. 

Mutual, which has been sitting 
in on meetings, is withholding 
its decision on full participation 
in the project. E. P. H. James, 
MBS vice-president for promo- 
tion, explained its position this 
way: 

“We have been working with 
the committee, but have not de- 
cided to lend full endorsement to 
a project which is still too much 
up in the clouds. First, we want to 
know what is going to be done 
and how much it will cost.” 


Ready This Fall 


According to Victor M. Ratner, 
CBS vice-president in charge of 
sales promotion and advertising, 
the presentation is expected to be 
|ready this fall. He said the means 
‘of telling the story have not been 
‘decided upon. Exhibits, _ slide 
‘films, movies and transcriptions 
have been considered. 

“Our prime purpose,” Mr. Rat- 
‘ner pointed out, “is educational. 
We want to show the fundamental 
| values of radio. And in one pack- 
age to indicate a complete story 
of the circulation, advertising his- 
tory and use of the medium.” 


| ee 
‘Playbill’ Elects 

Ellis W. Meyers, secretary and 
treasurer of Playbill, Inc., New 
| York, for the past eight years, has 
|been elected president. C. Fred- 
|eric Bohlig will succeed him as 
treasurer. Stanley Smith, former 
sales executive of The Family 
| Circle, has joined Playbill as sec- 
retary. Albert O. Ryerson, vice- 
president, and Mr. Bohlig have 
|/been elected to the board of di- 
'rectors of the company. 


With the merchants who sell or directly influence the sale 
of 90% of the volume of grocery and combination stores... 


More Readers 


and more ot the ght readers 
than any other food publication 


Survey after survey proves that fact. The Progressive 
Grocer is read by more people in the food business than 
any other publication—and by more of the important 


people. 


The Progressive Grocer 


_ National magazine of the food tre 
New York # Chicago * San Francisco * Los 


where the best merchants in the food trade 
get their best selling information 
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Poor Selling Can 
Bust Industry, 
Kelley Predicts 


Curcaco — “Factories will shut 
down, shorten work schedules, lay 
off workers and may even close 
their doors for good—all because 
we have soft sales muscles,” H. M. 
Kelley, appliance sales manager 
of Frigidaire division, told manu- 
facturers and buyers here during 
the winter furniture market. 

These dire predictions will come 
to pass, said Mr. Kelley, unless 
we “take off our coats, roll up our 
sleeves, and dive wholeheartedly 
into the job of selecting, hiring, 
training and supervising an ade- 
quate number of retail salesmen. 
We must make it our business to 
develop a sales force that can 
match production volume item for 
item—and then stand back and 
call for more.” 

Mr. Kelley emphasized that 
salesmanship has not kept pace 
with expanding production facili- 
ties in most industries. “Industry 
has constantly improved its facili- 
ties,’ he declared, and “unless sell- 
ing men are able to match the 
production effort with increased 
sales volume, the whole industrial 
scheme may break down.” 


War Years Wiped Out Salesmen 


The war years, he said, have 
completely wiped out the many 


years of effort spent in cultivating | 


top-notch selling men. Many of 
today’s salesmen are not selling 
but merely “distributing” goods 
among waiting customers. 

“When the trend is reversed,” 
he declared, “and when these huge 


manufacturing systems are pour-. 


ing goods onto a saturated mar- 
ket—then will the inadequacy of 
our selling organizations be most 
apparent. 

“We actually have salesmen who 
sit in a swivel chair at their desks 
and let the prospects forage for 
themselves; we have salesmen 
who are not capable of giving a 
passable product demonstration, 
salesmen who make the prospec- 
live buyer wait until he leaves 
the store with his questions un- 
answered.” 

“Merchants,” Mr. Kelley as- 
serted, “who intend to keep their 
doors open will be better off to go 
completely out of business on 
short-supply items rather than 
continue to deal in such merchan- 


Look (1p 


in the basic sources 


| OF MARKET INFORMATION 


Metin, 


% Advertising Age's 
CONSUMER MARKET DATA BOOK 


«Industrial Marketing's 
INOUSTRIAL MARKET DATA BOOK 


dise with sales in the hands of un- 
trained, discourteous and unsym- 
pathetic salesmen.” 


Swift Elects Millard 


A. E. Millard, vice-president and 


assistant general manager, has 
been elected president and general 
manager of Swift Canadian Com- 


pany, Toronto, succeeding J. H. 
Tapley, who has retired after 43 
years with the company. Mr. Tap- 
ley had been president and general 
manager since 1941. 


Opens Chicago Office 
W. P. Woodall Company, New 
York, mailing lists and direct mail 


service, has opened a Chicago 
office at 201 N. Wells St. Harry 
Byrne is in charge. 


Buell to Gordon Best 


Buell Mfg. Company. Chicago, 
has named Gordon Best Company, 
Chicago, to handle the advertising 
of Buell air horns. 


The HOSIERY Industry 


RETAILERS * JOBBERS * MANUFACTURERS 
There is only one publication 
covering this industry exclusively 


KNIT GOODS WEEKLY 


ONE MADISON AVE. * NEW YORK 10, N.Y. 


there's a reason 


for living ! 


She’s got him . . . and you’ve got them both! This happy couple is typical of 


hundreds of thousands of young homemakers who are in the market for building supplies, 


furnishings, decorative fabrics and appliances you have to sell. 


They have had little or 


no previous home-planning experience, but they need more and buy more 


at one time than any other consumer group. That’s your reason for advertising in — 


The magazine for smart young homemakers 


A Street & Smith Publication, 122 East 42 Street, New York 17 
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Dewes Joins Chernow 


Emmett L. Dewes, formerly 
sales manager ot the box wrap di- 


vision of Mendle Printing Com-| 


pany, has joined the St. Louis of- 
fice of Chernow Company as an 
account executive. He will assist 
R. K. Larson, St. Louis manager 
of the New York agency. 


Two Join Russell Gray 


Eugene T. Bonk, formerly as- 
sistant advertising manager of C. 
& E. Marshall Company, and 
Edith M. Appleby, formerly copy- 
writer with Van Auken & Rag- 
land and Advertising Engineers, 
have joined Russell T. Gray, Inc., 
Chicago industrial agency. 


Keller Motors Names 
Agency; Seeks Dealers 


Keller Motors Corporation, 
Huntsville, Ala., has named Bu- 
chanan & Co., New York, as its 
advertising agency. The com- 
pany, headed by George D. Keller, 
former Studebaker vice-president, 
will produce the Keller car, a 92- 
inch wheelbase, four-cylinder car, 
with engine located optionally 
fore or aft. 

Advertising is limited currently 
to cities where hand-made models 
are being shown and dealers so- 
licited. National copy probably 
will await production of the $895 
cars, which may not begin until 
summer. Two models are being 
shown, a convertible and a station 
wagon, with a package delivery 
car also likely. 


Name Ford, Nichols 


Ford, Nichols & Todd, Boston, 
has been appointed to handle the 
advertising of Charles A. Eaton 


Company, Brockton, Mass., for 
Etonic First-in-Fit shoes; and 
Hugh Clay Paulk, Topeka and 


Boston, mail order specialties. 


Federal | Reserve Figures on Department Store Sale: 


WASHINGTON—Department store 
sales in the U. S. began the year 
with a strong 9% gain over the 
corresponding week a year ago, 
the Federal Reserve Board has re- 
ported. This brings the index fig- 
ure (based on 1935-39 averages) 


x 


reir wiryphds STORE 


~ SALES INDEX 


1935-39 EQUALS 100 


Week to Jan. 3, ’48*. .p198 
Week to Dec. 27, °47*. .357 
Week to Dec. 20, °47* .576 
Week to Jan. 4, ’47*.. .182 
Week to Dec. 28, ’46*. .281 
Week to Dec. 21, ’46*. .532 


*Not adjusted seasonally. 
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to about 198. 

By far the greatest year-‘o-. 
year gain shown for the week was 
Fort Worth’s 57% increase in col- 
lar volume. St. Joseph, Mo., was 
second with a 40% increase. Hivh- 
est regional gain was a 25% in- 
crease in the St. Louis (eighth) 
district. 

The New York (second) dis- 
trict suffered a 5% sales decline 
because of Newark’s big sales 
drop of 27% and a 6% decline in 
New York. 


Yr.-to-Yr. % Change 
Week Ending 


Federal Reserve Dee. Dec. Jan, 
district and city 20 27 3 
UNITED STATES. 8 7 9 
Boston District... . 7 16 10 
New Haven..... 4 14 8 
Pe a aN ec 0 bn 7 17 10 
Springfield ..... 8 13 16 
Providence ..... 9 21 3 
New York District 7 r13 —5 
ag eee eee 8 r?7 —27 
Serer rg 39 11 
NOW TOTK 26.15% 8 rs —6 
Rochester ...... 3 r3s 9 
Syracuse ....... —2 21 12 
Philadelphia Dist... 15 30 16 
Philadelphia 16 33 19 
Cleveland District. 10 28 16 
ME dc cbswtere 6 21 20 
Cincinnati ...... 10 27 6 
COPUEROIG excite 10 35 17 
Comms oasi-as 7 22 16 
OG Sd eas cene 9 r28 20 
Pittsburgh ..... 11 23 14 
Richmond District. 15 r27 7 
Washington 13 30 5 
Baltimore ....... 13 22 4 
Atlanta District... 3 r40 i) 
Birmingham 14 56 ‘ 
pi a er 9 39 14 
Ne Ee ae 3 r32 -2 
New Orleans.... 17 46 19 
Nashville ....... 4 38 19 
Chicago District... 8 30 8 
Cee. weca swe 7 30 6 
Indianapolis 5 27 11 
ee eee 10 38 16 
Milwaukee ..... 2 29 0 
St. Louis District... 10 r36 25 
Little Rock .... 12 41 20 
Louisville ....... 16 37 24 
ag Pere X 25 2¢ 
eer eee 2 36 20 
Minneapolis Dist.. . . 
Minneapolis : ° bd ° 
ey Wea s Hee abe< ° e ag 
Duluth-Superior. . bd ° 
Kansas City Dist... 11 rah 19 
og ee 17 15 9 
WHSGMESE we aseacs 6 16 23 
Kansas City .... 12 27 21 
St. Joseph ...... 7 * i() 
Oklahoma City.. 13 34 37 
oo, ee 0 35 9 
Dallas District..... 8 36 22 
Ol re Tree 1 21 13 
Fort Worth..... 7 33 7 
pT re eee 29 59 ° 
San Antonio ... 6 42 16 
San Francisco Dist. 2 30 r7 
Los Angeles Area 2 26 8 
eo eee * . 4 
San Francisco .. —1 28 7 
iy)! 6 34 13 
Salt Lake City... 20 1 d 
5 } 


Seattle 


r—Revised. 


*—-Data not available. 


Jane Engel Starts 


Package Style Service 


Jane Engel, head of the Jane 
Engel stores in New York, West- 
chester and New Jersey, and Jane 
Engel Merchandising Corporation, 
which services 40 stores in this 
/country and 20 others throughout 
the world, has formed a new ii!- 
vision called ABC Promotious 
The new division is a_ pack:2e 
service to specialty shops, supp y- 
ing them with dresses, suits, p') 
clothes, evening and cockt 
gowns ranging in price from $: 
to $39.75 wholesale. 

Available to retailers at a ‘ce 
of $50 per month, the ABC pa:- 
age includes a coordinated p)0- 
gram of buying, advertising a 
promotion and includes the us* 2 
the Jane Engel name. Appa'® 
received by the ABC Promo! 
stores will be backed up by 
advertising program in nati 
magazines and Sunday news) 4 
pers. A Jane Engel exclus 
| dress of the month will be sty 
| by Miss Engel and produced » 
/one of 12 leading manufactur’ 's 
| cooperating in the plan. 


Names Lancaster Agency 
| Desire Foundations Ltd., N 
| York, has appointed Lanca: 

| Advertising Agency, New Y: 
ito handle its advertising. 
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He Fills the Holes 
in Doughnuts—and 


the items. 

In order to permit sale of the 
sandwiches on a_ coin-a-minute 
basis at industrial cafeterias, ball 
parks and schools, a new machine 
which heats 24 buns simulta- 


St., to serve the Akron, Youngs- 
town, Cleveland and Canton ter- 
ritories. 


Elects Frank Wright 


Advances McPartlin 


John McPartlin has been named 
NBC national spot sales television 
representative in Chicago. He will 
continue as an NBC central di- 
vision national spot salesman. 


To Badger & Browning 


Vermont Development Commis- 
sion, which directs recreational 
and industrial advertising: for the 
state, has placed its advertising 
with Badger & Browning, Boston. 


L0- neously and turns one out each Frank E. Wright, manager of 
vas M akes M on e at It five seconds is being developed. oe Constion soles division of Na- 
iol- y To put their business expecta-|Wonal Cash Negister Vompany 0 , : 
Was ions in concrete form, the four pe # pr pone tae we Who the HELL is 2? Who the HELL is ? 
ch- J Axnon—One hundred years ago| brothers in the sandwich end, and | Westlake, Canadian sales instruc- | "uit, %qf#2,h!t,gou retuead som: [ eh A ee 
n- Capt. Hanson Gregory assured ye other ng in the mer tor, has been named sales manager | W@"t quick results? : about radio shows, Looking for ideas? 
th) imself a place in history by in-| division are building a new, two-| of the Canadian division, s -| Box 6917 . . . . ADVERTISING AGE Box 6917 . . . . ADVERTISING AGE 
ar — hole in the + Mn ore story brick building on W. North ing Mr Wetaht ucceed 100 East Ohio St. . . . Chicago 11, Illinois 100 East Ohio St. . . . Chicago 11, Ilinois 
lis- [J and today—100 years later—Paul sine 
line S. Kistler is rapidly acquiring | source: “Printer’s Ink’ 
ales 7 fame and fortune by filling up the 
> in holes he drills in bread dough. 
The sales curve of Kistler’s 
nike Radar Sandwiches, Inc., is rising 
van, fy as fast as baking powder biscuits |. 


3 in a hot oven, and the small but 
9 rapidly growing company is rem- 


BH iniscent of Coca-Cola in its earliest 
10 days. 

16 The product is unique—a cyl- 
3 7 inder-like bun with the center 
91 filled with cheese, hamburger, 
11 wiener or pecan roll, and sealed 
— in an air-tight cellophane bag. | 
F The “radar” in the name refers to 
16 the heating device which assures 
19 the purchaser of a _ hot, tasty, 
= cooked, dripless sandwich. 

e Wartime Idea Grows Up 


Paul got the idea during the 
14 war, when he was a food service 
i director for the Army air forces. 
; The Army wanted a sandwich for | 
9 fiers which could be warmed 
’ easily during flight, and Paul dug | 
4 


into the problem assiduously. Be- | 
- fi fore he was able to complete his| 
4 work, however, the war was over. 
8 Back in Akron, the ex-major | 
decided to do something with the | 
idea, and patented the-pans in 
0 which the buns are made and the 
equipment which drills holes for 
the filler. The instantaneous heat 
26 was the problem, however, so Kist- 
20 ler talked to a large radar manu- 
facturer and sold the company on 
making an electronic oven for 
him. 

The device worked perfectly, 
9» fg out was too expensive, so he in- 
21 vestigated the possibilities of infra- 
10 red heating, and within six months 
new units were ready to go. Al- 
ready Kistler franchises are op- 
13 Herating in Los Angeles, Phoenix, 
Akron, Boston, New York and 
1 other cities on a basis similar to 
r? the soft drink companies’ fran- 
chises, 


ty eS for the fourth consecutive year 


A The local plants buy a package 
which consists of formulas and 
recipes, specifications and mer- 
handising ideas, and all of the 
local concerns operate under the 

Kistler banner, assuring that the 
5 name will eventually be recognized 
Nationally as the all-American 


gain in 1947 


House Beautiful 
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Jane & ondwich. | 

“4 ss Paneae the three brothers who / } - ; ° 

Hct Bisse ae alton tensa. So-tne-durame- led all dome Magazimnes 
ghout @ ng, but are convinced that within 

w l- @another year, thousands of restau- 

ti fants, service stations, candy shops 

“= “Hind snack bars will be offering ° ee 

"i —— m total advertising volume 
“115 MILLION: 


a ice 
5 d 


MUST EAT AND DRINK 


Anc they have 10 billion dollars to | 
Nerd! If you have food, drinks, cos- 


than Better Homes & Gardens 


171,341 lines more 


oy 
tic ~ > pagal or any other products than House & Garden 
erspae a. ‘i, the best way to reach the Ne- 
te sto is through the Negro papers and Qé : 
u “a@gazines he reads with interest and 433,212 lines more 
sty on idence. Advertising in these pa- 
ed 0Y—} tr pays big dividends, for the Amer- than American Home 
tu ‘ar Negro is the most loyal customer dite 
a ‘ne world. For full information of 
great market, write today to | 
— rstate United Newspapers, Inc., 545 | 
ency@liftn Ave. N. Y., serving America’s 


nN. wing advertisers for over a decade. 


NOTE: We now have facts compiled by the 

* Research Co. of America on brand | 
Pref rences of Negroes from coast to coast, | 
me nly study of its kind ever made. Write now 

t his free information. i 
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words that 


a staff of , 
Established 1926. 


MAGIC WORDS 
That Sell by Mail! 


Let us put to work for you certain “‘magic’’ 
get maximum orders for meri- 
torious products. We are a fully recognized 
advertising agency with 
mail order specialists. 


ARTWIL COMPANY, Advertising 
26-B West 48th St., New York 19, New York 
MEdallion 3-0813 


flight 


Offers Display Info 


The Minnesota Valley Canning 
Company, Le Sueur, Minn., is of- 
fering retailers a brush-up course 
on the principles that make a good 
display. Free copies of the folder 
may be obtained from the com- 
pany. 


THE BEST WAY TO REACH 


F 16,000,000 BOWLERS? 


Tell Your Story in Bowling 


Over 37,000 circulation, including 25,000 league and 2515 
city association officials. The only magazine with 100%, 
coverage of 5336 certified Bowling establishments. Bowling 
market, wide open after four war years, produces $29! ,000,- 
000 annually — three times as much as pro baseball. 
Write for our latest rate card today. 


OWM I 


THE BOWLER'S MAGAZINE 


Official Publication of a 
AMERICAN BOWLING CONGRESS 


2200 NORTH THIRD STREET 


MILWAUKEE 12, WISCONSIN 


‘Network Dailies’ 
on Pacific Coast 
Become Active 


New YorK—With easing of the 
newsprint situation, the four basic 
Pacific Northwest members of 
American Newspaper Advertising 
Network are now able to accept 
network orders for advertising, 
said Edward D. Madden, execu- 
tive vice-president of ANAN. 

The four are the Oregon Jour- 
nal in Portland, Seattle Times, 
Spokane Spokesman - Review and 
Chronicle, and Tacoma News 
Tribune. 

By March 1, Mr. Madden ex- 
pects other basic Pacific Coast 
| members will be activated. In the 
| Southwest, the San Antonio Ex- 
press and News are now accepting 
network business, he said, and the 


Dallas News will do so on 
March 1. 
The network currently em- 


braces 54 newspapers in 51 cities 
with combined weekday circula- 
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tion of 13,718,178 and combined 
Sunday circulation of 17,340,254. 
It offers national advertisers grad- 
uated discounts based on volume 
and continuity. 


Introduces Shrink-Set 


Manchester Knitted Fashions, 
Inc., New York, has developed a 
new stretch and shrink control 
process, to be known as Shrink- 
Set, which will be applied to all 
of the company’s knitted cotton 
and rayon garments. Delivery to 
stores of Shrink-Set garments will 
be made for spring selling. A na- 
tional consumer advertising cam- 
paign, to correspond with spring 
deliveries of Shrink-Set garments, 
has been scheduled. Funt-Gold- 
ing, Inc., New York, is the agency. 


Appoints John Nealon 


John F. Nealon, formerly a 
member of the New York sales 
division of National Biscuit Com- 
pany, has been appointed sales 
executive of Ivel Construction 
Corporation, New York, builder of 
displays for trade shows and ex- 
positions. 


Catch their eyes at 


retail outlets and you 


increase the sales of 


your products. 


With Cincinnati Blue Ribbon Signs 


you catch their eyes more frequently 


because they are 


permanent sales builders. 


Available in glass, metal, plastic 


wood or a combination of materials 


which lend themselves to 


new shapes, sizes, designs. 


We are at your service. 


Write today... 


Stim 


3676 BEEKMAN ST. 


044444 — 0 
The CINCINNATI Advertising Products Co. 


CINCINNATI 23, 


Representatives 


in Principal 


OHIO 


Cities 


. 


. HOMOGENIZED 


MILK 


THE NEWEST IN NEON—*Perme-Kieen” 
Plexighas covir—ensy to clean, pro- 
tects the neon from breakage. Furnished 
in almost any shape and colors fo 
match your design or trademark. 


FLUORESCENT . 
exclusive “Strote-Glo” Sign with non- 
shattering Plexiglas cover. Your nome 
“floats” in a unique three dimensionc! 
ituminated effect 


; . Here is thet unusual 


AD-CLOCKS THAT SELi. Plastic cuse and 
large 131/, dial iluminoted by incan- 


descent bulbs 


Your advertising copy 


fired in with ceramic colors. Permonect. 


Hands enclosed by convexed crystal. 


BULB 


this effective 
15” die cast 


ILLUMINATED OR FLUORESCENT. 
Your nome glows on every counter with 


metal base in color. Glass 


height optionai. 


‘Edge-glow™ Model 114. 


More Of Bumers Mere Tractors «= More Dievels, = More Inch! Une 


ee aoe ee 
aa 


All use 
more 
oil products 


TTT it everyone saves 2 litte, there wil be enough to 
SATO <{ANDAROD 
SERVICE Seinen 


SAVE 10%—Tying in with the oil in. 
dustry'’s campaign, Standard Oil of In. 
diana ran this ad in 191 newspapers of 
14 midwestern states, urging household. 
ers to prevent hardship this winter by 
saving at least 10% of fuel oil through 
conservation measures. 


‘Overselling Can 
Bring Depression, 
Johnston Declares 


St. Louis—‘“‘One positive method 
of bringing on a depression is 
overselling customers who are 
vulnerable,” said Gale F. Johns- 
ton, president of the Mercantile- 
Commerce Bank and Trust Com- 
pany here. 

Addressing a meeting of the 
Sales Managers Bureau, Mr 
Johnston declared that “salesman- 
ship of a high order will again be- 
come necessary to maintain ow 
economy at its best,” but warned 
that the new era in selling “de- 
mands a salesman of professional 
stature. He must not destroy cus- 
tomers by overselling, such as was 
done after World War I.” 

On the brighter side, Mr. Johns- 
ton foresees the greatest oppor- 
' tunity in history for salesmanship 
Individuals in the United States 
have nearly $200 billion in liquid 
assets and are demanding higher 
standards of living. 


Outlines 10-Point Plan 


In order to cash in on the op- 
portunities and avoid the pitfalls, 
Mr. Johnston outlined a 10-point 


program for sales executives in 
1948: 


| 1. Know your markets more 
| thoroughly. 
| 2. Insist that your products 


‘meet quality standards. 

3. Put your distribution pipe- 
|lines in first class shape. 

4. Tighten up on your pricing 
policies. 

5. Scrutinize your costs. 

6. Improve _ service to 
tomers. ; 

7. Tailor your advertising an¢ 
sales promotion programs to ac- 
tual needs—both short range anc 
'for the long pull. 

8. Develop a more effect'vé. 
hard-hitting sales force. 

9. Give salesmanship all you've 
got. 

10. Place greater emphasis 0° 
public relations. 


cus- 


Dougherty Promoted 


G. T. Dougherty, manage © 
bulk sales in the lubricating ‘& 
partment of Standard Oil © 
/pany (Indiana), Chicago, has | °¢! 
/appointed manager of the lubr @ 
|ing and sales technical service 1 
partments, succeeding Dwigh 
Benton, who has become pres! ©" 
‘of Root Petroleum Company \\ 
| Wayne Albright, assistant to \" 
manager of the lubricating dep |" 
|ment, has been named assis ®! 

|manager of the lubricating ! 

isales technical service de} 

| ments. 


'SSC&B Appoints 2 V.P.. 


Abbott K. Spencer, account “*" 
ecutive, and J. Clifford Di: 


copy chief, have been named \ °& 


presidents of Sullivan, Stau ri 
| Colwell & Bayles, New York. F"" 
men joined SSC&B from J. We ‘€ 


'Thompson Company. 
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Distribution Costs 
Threaten Industry, 
Sales Heads Told 


TorONTO—Financing, production 
costs, inventories and, above all, 


distribution costs, have become 
urgent problems again and indus- 
try must quickly recognize that 
fact, executives attending the sec- 
ond annual Central Canada Sales 
Management Conference were told 
here Jan. 10. 

Distribution and_ distribution 
costs probably represent the most 
important and complex postwar 
problem, said Arthur G. Pinard, | 


executive vice-president, Sherwin- | 
Williams Company of Canada Ltd. | 

Management and business have | 
operated for at least seven years | 
“virtually as an accessory of the | 
government,” Mr. Pinard declared, | 
and “many of our basic industries | 
are still producing in circum- | 
stances of control and protection, A 
thus accounting for the present | 


high level of prosperity. 
Others in Doubt 


“The situation of many of our) 
secondary industries, however, is | 
not quite so comfortable. I refer | 
particularly to those industries | 
which are dependent on the do-| 
mestic market and who must sell | 
or trade on a competitive basis. 
A considerable consensus of busi- 
ness thinks it is not a question of 
whether the flood of production | 
will subside, but of when and to) 
what degree it shall subside.” 

Mr. Pinard said he encountered | 
both full-fledged optimism and 
pessimism in his talks with econo- | 
mists, business men and others, 
as well as a middle-of-the-road | 
group which believes postwar | 
problems can be solved if there | 
is no over-simplification of “i | 


difficulties or over-confidence in 
the conclusions. 

Some companies which last | 
year enjoyed their biggest export. 
business in history have lost from | 
40 to 60% of that volume, he said, | 
and “the end of those losses, tem- | 
porary though they may be, has | 
not yet been reached.” | 


Offers Keys to Selling 


Ralph W. Carney, vice-presi-| 
dent, Coleman Lamp and Stove. 
Company, Wichita, Kan., outlining 
“Seven Keys to Better Selling,” 
insisted that “it is the salesman | 
who alone can maintain jobs for 
the 60,000,000 people employed in 
North America.” But, he warned, 
the seller’s market during past 
years has permitted slovenly 
methods all along the line and a 
competitive sales battle cannot be 
fought with yesterday’s knowledge 
and technique. 

The seven keys to improved 
Selling, he said, are: (1) sales- 
men must recognize the responsi- 
bility involved in maintaining the 
productive capacities of manufac- 


turing plants; (2) they must know 


the product and, particularly, the 
service it will render; (3) their 


personal appearance must be be-— 


yond reproach; (4) they must take 
time to think about sales ideas, 
erase bad selling habits and plan 
to adopt better ones; (5) they 
must study people carefully; (6) 
they should improve their service 
to customers; and (7) “the great- 
€s! force outside religion in all 
Civilization is work—and manage- 
ent must work to become the 
link between capital and labor.” 


Textron Elects Dyson 


‘harles H. Dyson, treasurer and 
vi-e-president of Textron Incor- 
ated, New York, has_ been 
€i-cted president of Textron, Inc., 
neipal operating subsidiary of 
<tron Incorporated, of which he 
s also elected executive vice- 
resident. 


WD _ 


— < 
C= 


| William J. Sandstrom, an ac- 
‘count executive, has been appoint- 
ed manager of the Vancouver, 
|B. C., office of McKim Advertis- 
/ing. He succeeds Hubert Watson, 
_who has resigned to become ac- 
'count supervisor of Stewart-Lo- 
vick & MacPherson, Vancouver 
‘office. 


Hart Joins Owen Agency 


Howard F. L. Hart has joined 
Edward Owen & Co., Hartford, 


McKim Names Sandstrom | | Conn., 


count executive for new business. | 


advertising agency, as ac- 


The agency has been named to di- 
rect the advertising of Jackson 
Buff Corporation, Long Island 
itty, N..%. 


Opens NY Sales Office 


Fort Industry Company has 
|established a headquarters office 
|for the national sales department 
at 527 Lexington Ave., New York. 
|Tom Harker, national "sales direc- 
‘tor, will be in charge, moving 
‘from Detroit. 


McCurrach Names Stern 


Leo Stern, formerly Michigan 
representative of MacGregor 
Sportswear Company and Man- 
‘hattan Shirt Compny, has been 
named Michigan representative of 


/McCurrach Organization, Inc., 
|New York. 
Topflight Names Gunning 


Transitads, 


T. Hobbs Gunning, formerly as-: | 
sistant to the president of National! | 
and executive vice- | 
president and general manager of | 


21 


the Stearn Advertising Company, 
has been appointed national sales 
manager of Topflight Tape Com- 
pany, York, Pa. 


Ne aeoERA 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1linoi 


LIVESTOCK FARMERS RECEIVE 


ONE-THIRD OF THE TOTAL CASH FARM 


MEMO TO THE SALES MANAGER 


a... total cash farm income in 
1947 topped 30 billion dollars. Divided 
equally among our six million large and small 
farms the average income per farm would have 
been $5,000. But, of course, it wasn’t split up 
in just that way. 


For example, a relatively minor number of 
the six million farms received 10 billion dollars 
or one-third of the total cash farm income. 
They were the sizeable livestock farms and 
ranches producing the nation’s meat animals— 
cattle, hogs and sheep. 


Marketing crops through livestock con- 
tinues to demonstrate its soundness. Farming 
the livestock way maintains soil fertility, utilizes 
vrasses and roughage otherwise wasted, converts 
crops into animal products of higher value to 


- PUBLICATIONS 


- OF 


man, saves labor and, by reducing the bulk, 
cuts the cost of shipping the output of the farm 
to market. Livestock farming ts efficient. 

Every careful study of the farm market con- 
firms the tremendous importance of the live- 
stock farmer and the unique and vital service of 
THE Corn Bett Farm Dates. Situated at 
Chicago, Kansas City, Omaha and St. Louis, 
the four basic markets, these publications are 
geared to the daily needs of the farm families 
comprising the backbone of America’s farm 
buying power. 

The subscription price of 
$6.00 a year. 


This is the largest selective circulation in the 


each paper is 
Quality of readership is assured. 


agricultural field! Eighty thousand guaranteed. 


THE CORN BELT FARM WAILIES 


GENERAL OFFICE: UNION STOCK YAROS, CHICAGO 9, ILLINOIS 


CHICAGO DAILY DROVERS JOURNAL @ KANSAS CITY DAILY DROVERS TELEGRAM 
OMAHA DAILY JOURNAL-STOCKMAN @ ST. LOUIS DAILY LIVESTOCK REPORTER 


LIVESTOCK - INDUSTRY 
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_ | Lewis Hill Gets 
' ‘Dispatch’ Ad 
_ Director Post 


CoLtumsus, O.—Lewis B. Hill, 
general advertising manager of 
the Columbus Dispatch, has been 
appointed adver- 
tising director, 
succeeding the 
late Harvey R. 
Young, who died 
last November. 
Guy H. Bullock, 
local advertising 
manager, has 
been named as- 
sistant advertis- 
ing director and 
advertising man- 
ager, and William 
C. Gilchrist succeeds Mr. Hill as 
general advertising manager. 
Mr. Hill joined the Dispatch in 
: _ 1924, having been previously with 
_*, the Chicago Daily News and the 
”. St. Louis Globe-Democrat. He is 


L. B. Hill 


»/ ThE AOth retail market 


“DAVENPORT 
ROCK ISLAND 
MOLINE 
BAST MOLINE 


‘The FIRST station West 
(actually North) of the 
Mississippi.” 


° ~ 
MINNEAPOLIS 
Sr pau /7 


cHicaGo @ 


QUAD CITIES 


st cout 
7 


WOC woc-rm 


5,000 Watts, 1420 Ke. 
BASIC NBC Affiliate 
B. J. Palmer, Pres. 
Bury! Lottridge, Mgr. 


DAVENPORT, IOWA 


National Representatives: 


FREE & PETERS, Inc. 


a member of the advisory com- 
mittee of the American News- 
paper Advertising Network and 
has served on working committees 
of the Newspaper Advertising Ex- 
ecutives Association. He was in- 
strumental in the establishment 
in 1945 of the Sunday Dispatch’s 
locally edited rotogravure maga- 
zine, first of its kind in Ohio. 
Mr. Bullock joined the Dispatch 


‘| staff in 1910. Mr. Gilchrist joined 


the newspaper’s Chicago advertis- 
ing staff in 1936. Later he served 


in the local display department, 
and two years ago was made as- 
sistant general advertising man- 
ager under Mr. Hill. 


To Gerth-Pacific 


Bruce Calhoun, formerly oper- 
ator of Olympic Productions, a 
radio program production serv- 
ice, has been named an account 
executive of Gerth-Pacific Adver- 
tising Agency, Seattle. The agency 
has been appointed to handle the 
advertising of Roe Gladiola 


Farms, Auburn, Wash. Sunset, 
newspapers in Washington, Ore- 
gon and California, and West 
Coast garden publications will be 
used. 


Plans Table Syrup Drive 


Alabama - Georgia Syrup Com- 
pany, Montgomery, Ala., producer 
of table syrup, will launch a 
campaign for Alaga syrup this 
month, using color inserts in comic 
sections of leading southern news- 
papers. In addition black and 
white ads in southern newspapers 
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and broadsides will be used. The 
color inserts will offer a recipe 
booklet. 


we 
Liberty’ Names Karney 
Beulah Karney, food commer.- 
tator heard on the American 
Broadcasting Company, has been 
appointed food editor of Liberty, 
New York. Coincident with Miss 
Karney’s appointment, the maga- 
zine will expand its circulation 
coverage to 700 stores of the Na- 
tional Tea Company, where it wil] 
be sold exclusively. 
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] a FIRST ‘ A. When ¢@ man starts shinking gerioUslY about @ girl, he 

| % wants to know all about her-- the ghings she likes, zhe kind 

| am | of home she comes from, het family and her fetishes- 
a _<—__— i That's exactly what happened to us. In love with 
3 a ia Teena from the very first, we've looked into het past.- 
: 4 2 | studied her powerful present and done some 
long-range ghinking about her promising fyture- 
\ a 7 And because we wanted to get she facts straight we 
apserved her for more than three years: _even asked some 
| = of the country § top research sleuths to help query 
i =. our fqvorite girl. That's why We know Teena like @ book. 
| a | The facts and figures to prove ghis are available | 
quan _ in Life With Teen® Vols. ! and Wi Consumer 
a | Panel Reports 1 to 6. Teena cared enough to tell all to 
po 
_ if 
pe 
+ _____@ 
— | 
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Names Lloyd Thompson 

Lioyd Thompson has been 
named sales manager of the retail 
division of Pacific Chemical Com- 
pany, Los Angeles, manufacturer 
of Hy-Pro household bleach, and 
pronto bowl cleaner, drain opener 
and DDT insecticide sprays and 
powders. 


Publishing Firms Unite 
Harcourt, Brace & Co. and Rey- 

nal & Hitchcock, New York pub- 

lishing firms, have united, with 


headquarters at the Harcourt, 
Brace main office at 383 Madison 
Ave. The Reynal & Hitchcock im- 
print will continue on certain of 
its books and the separate identity 
of that corporation will continue. 


Hotpoint Names Cashman 


Frank L. Cashman, formerly 
Connecticut director of the U. S. 
savings bond division of the 
Treasury Department, has been 
appointed district sales manager 
of the New England division of 
Hotpoint, Inc. 


Car Makers Boast 
of Bigger Output 


New YorK—lIn a one-time shot 
in daily newspapers and in rail- 
way business papers, American 
Railway Car Institute pointed out 
last week that between January 
and December, 1947, freight car 
production for domestic use was 
lifted from 2,265 to 7,661—not in- 
cluding 2,162 cars finished by the 
railroads themselves in the latter 


oS 


month. 

The ad was published—through 
French & Preston, New York 
agency affiliate of Selvage & Lee, 
public relations firm—in reply to 
criticism by the Office of Defense 
Transportation, Robert R. Young 
and others who have been be- 
moaning the “slowness” of freight 
car replacement. 

It appeared in dailies in New 
York, Chicago, Washington, Pitts- 
burgh, Cleveland and St. Louis, 
and in Railway Age, Railway Pur- 


chases & Stores and Traffic World. 
Reprints will be mailed to news- 
paper editors and railway and 
steel executives. 

S. M. Felton, formerly general 
sales director of the Budd Com- 
pany, is president and executive 
head of the institute. 


Brother Elects V.P.s 


Trueman F. Campbell and 
Joseph S. Howell have been pro- 
moted to vice-presidents of D. P. 
Brother & Co., Detroit advertising 
agency. Mr. Campbell will con- 
tinue as executive on the AC Spark 
Plug account, and Mr. Howell on 
the GMC truck account. 


Philco Boosts Cooper 


Jack C. Cooper has been ap- 
pointed sales manager of Philco 
Corporation of Canada, Toronto, 
succeeding the late George Bain. 
Mr. Cooper was formerly sales 
promotion manager and sales 
manager of the refrigerator divi- 
sion of Philco in Canada. 


(Advertisement) 
Combining ‘Rifle 
Precision’ with 
‘Shotgun Accuracy’ 


By Helen T. Hirst, 
Media Director, 

James Thomas Chirurg 
Co., Inc., Boston 


Once our advertising target has 
been set up by market research 
and plan strategy, the next im- 
portant move is our choice of 
weapons—our media. 

Take industrial advertising, for 
example. We can aim specifically 
at certain industries (or even at 
certain executive functions within 
those industries)—or we can aim 
at the target as a whole. 

Both methods can be used to 
advantage, together or separately. 
As for the selective technique, 
most products or services have 
specialized appeals which should 
be emphasized through specialized 
media— industrial, trade or func- 
tional. 

On the other hand, when a 
product or service involves mul- 
| tiple buying influences, or is look- 
|ing for new markets, it is imprac- 
tical to take too specialized an ap- 
proach. Moreover, considering the 
| constant changes in buying poten- 
| tial—from firm to firm and indus- 
|try to industry—it is impossible 
to pinpoint the deciding factor in 
|every purchase, every day. 
| Right here is where the “mass” 
| advertising technique — as exem- 
| plified by Nation’s Business, 
| 


United States News, Fortune and 
Business Week—proves its value. 

For these publications are high- 
ily selective in that they present 
‘ideas to business leaders as a 
group. Yet this selectivity is by 
|/no means narrow, for it covers the 
full range of the nation’s key men 
who initiate or influence purchase. 

In other words, here’s the hard- 
| hitting, concentrated impact of a 
| rifle—plus the broader, more dif- 
fused coverage of a shotgun... 
And that’s a mighty effective com- 
| bination! 


| 


» * * 


| 
| This column is sponsored by 
| Nation’s Business to promote the 
‘use of a “mass technique” in sell- 
|ing the business market of Amer- 
ica. 
| Four leading general business 
|magazines offer you in 1948 a 
|combined circulation of 1,310,000 
|executive subscribers, over 15 
million pages a year on 12-13 time 
schedule. The combined rate for 
a black-and-white page in all 
four papers is only about $9,875. 
Net Paid Circulation B&W Page 
Nation’s Business. . .600,000 $3,000 
United States News.300,000 2,400 
oe 235,000 2,900 
Business Week ....175,000 1,575 
We'll be glad to give you case 
histories of advertisers who have 
found such “mass” selling profit- 
able. Nation’s Business, Washing- 
toa, BD. C. 
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‘Promotes L. C. Stengel 


Manhattan Shirt Company, New 
York, has named Louis C. Stengel 
Jr., formerly West Coast regional 
sales manager, as general sales 
manager. Mr. Stengel, with the 
company since 1929, succeeds 
Clare E. Nelson, who has resigned. 


Stanford fo Head 


ANPA Ad Bureau: 
Thomson Retires 


Know .--- 
Your Values! 


wi eae iy ma and Alfred B. 
“— The Editorial Superiority and ability to Stanford, direc- 


— — Speak with Authority has assured MILK | tor of national 

PLANT MONTHLY being held in the highest | operations, has 

esteem by the Cream of the Executive crop | been appointed 
. who’s yes spells success to your sales | to direct all of 

message. Write today for detailed market | the bureau’s op- 

data on your product or service. erations. 

ABC Audited Since 1929 This announce- 


oe. “ ment was made 
e - 3 
@@) Milk Plant Monthly — 


by Richard W. 
327 SOUTH LA SALLE STREET, CHICAGO 4 


paper Publishers Association, 


Slocum, Phila- 
delphia Bulletin, 
chairman of the 
bureau’s governing board, after 


Cuicaco—William A. Thomson, 
administrative head of the Bureau 
of Advertising, American News- 


is 


retiring after 35 years of service, 


Alfred Stanford 


a 


"J 


Better lithography — 


our constant achievement produces 
more and better business for 
Haynes customers...more and better 
business for us — and again more 
and better business for you — 
that’s a mighty healthy circle to 
be repeating — the cycle builds 
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7Moguen’ Kee “wile be sid te-oundl 
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AT FOUR A'S MEETING—Talking over Four A's activities at the Twin Cities 


chapter; John C. Cornelius, executive 


chapter meeting (AA, Jan. 12) are, left to right: Frederick R. Gamble, Four 
A's president; John Foley, partner of Olmsted & Foley and president of the 


vice-president, BBDO, and chairman of 


the Four A's, and E. E. Sylvester of Knox Reeves Advertising, Four A's central 
division governor. 


two-day meeting of the board 
here. 

Mr. Thomson’s retirement, it 
was explained, “comes on the 
verge of the expected announce- 
ment that the financing plans of 
the bureau have — successfully 
reached the $1,000,000 annual 
total,” under a new, “permanent” 
higher-dues basis announced last 
spring (AA, April 7). 


Prior to service 
during the war, Mr. Stanford was 


Joined Bureau in °45 
in the Navy 


a vice-president and director of 
Compton Advertising, Inc., New 
|York agency. He joined the bu- 
‘reau in November, 


|rector of the bureau. 


Mr. Slocum attributed the cur- 
/rent “revival of national advertis- 
| ing in newspapers to a record high 


level” of $372,000,000 in 1947 to 
“the bureau’s efforts with adver- 
tisers and agencies and its as- 
sembly of much data on local mar- 
kets throughout the United States.” 

At the start of Mr. Thomson’s 
tenure, in 1913, the bureau had 
a budget of $50,000. Its member- 
ship now embraces 1,066 news- 
papers, representing 87% of the 
total daily newspaper circulation 
in the United States and Canada. 


Joins Bell Aircraft 


David E. Postle has been ap- 
pointed domestic sales manager of 
Bell Aircraft Corporation, Heli- 
copter division, Buffalo. 


Fuelane Names Batsch 


Harold J. Batsch has been ap- 
pointed advertising manager of 
Fuelane Corporation, Liberty, 
i a 2 


1945. John | 
_Giesen will continue as retail di-| 


—$$—_ 


‘Star-Telegram’ 
Starts Employes’ 


‘Retirement Trust 


Fort WortH, TeEx.—Col. Amon 
G. Carter, publisher of the Fort 
Worth Star-Telegram, has an- 
nounced the establishment of an 
employes’ retirement. trust, 
financed by the newspaper, which 
will permit an employe now under 
60 to retire at age 65 with retire- 
ment benefits which, with social 
security, will equal approximately 
40% of salary at the time of re- 
| tirement. 

In addition, the Amon G. Carter- 
Star Telegram Employes Fund has 
been created with assets of $1,500,- 
000, all derived from sources out- 
side the newspaper. This fund 
will have an annual income of 
from $30,000 to $40,000, which 
will be used primarily for the 
benefit of employes of the news- 
paper. 

In addition to group life insur- 
ance, the Star-Telegram has added 
free hospitalization to the benefits 
accorded employes. 


Harry Rose Advanced 


Harry H. Rose has been named 
general sales manager of Simmons 
Fastener Corporation, Menands, 
N. Y. He has been sales engineer 
of the company for the past three 
years. 


Names N. DeFilippes 

La Nacion, morning newspaper 
of Santiago, Chile, has appointed 
the N. DeFilippes Company, New 


York, as exclusive advertising 
representative in the United 
States. 
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1 ‘Argosy, Riding 
Newsstand Wave, 
Sees Rosy 1948 


(Picture on Page 63) 
New YorK— With a jump of 
150,000 in circulation during the 
past six months, Argosy is being | 


> 


- 


sities for promotion and expansion in 
Four the men’s field. 
the In its 66 years, Argosy has. 
in of undergone a number of changes, 
ntral put its advance from 250,000 cir- 
culation to 400,000—without pro-| 
—— J§ motion—has encouraged its pub-| 
lisher to consider a number of) 
possible changes for the magazine | 
‘ in the future. 
) Argosy was acquired by its pres- | 
‘ ent publishers from Munsey in 
, the late °30s, and was then a con- 
Amon fmventional, all-fiction pulp. Subse- 
Fort Mjquently the magazine was con- 
s an- Mverted to a larger size, and ex-| 
of an Mperiments were made with con- 
trust, Htent, but the present mixture of 
which MEfact and fiction didn’t begin to| 
under Mappear until the early part of 
etire- 91946. 
“ten Builds Newsstand Sales 
. 
of d Only a small proportion of Ar- 
gosy’s circulation is subscription; | 
arter- Mgthese were unsolicited, since Pop- | 
1d has @ular’s principal attention is riveted 
|,500,- fon newsstand sales. Success of a 
s out- Megift offer at Christmas on Argosy 
fund (gas made Popular consider switch- 
ne of ng some of the emphasis to sub- | 
which (scription sales. 
r the Although Argosy’s covers have 
news- goeen sold to advertisers for some 
time, the “inside of the book” | 
insur- |easn’t opened to advertising until | 
added ast fall. No promotion was sup- | 
nefits |gplied for advertising, and only one 


salesman was assigned to the 
magazine, which is sold separately 
from the Popular Fiction Group. 

In the near future, the company 


named f§will increase the sales staff, and— 
nmons Mif the magazine’s circulation con- 
nands, Htinues to rise to an estimated fig-— 
ye ure of 500,000 by mid-summer— 


will have about nine salesmen and 
advertising manager assigned 
to Argosy by the end of 1948, ac- 
cording to Tom Harragan, asso- 


an 
ail 


me or ciate publisher. 

ee 

hee After Men’s Field 

ited The separate staffs are dictated 
i 


by the fact that Argosy is slated 
lor a particular market: its ob- 
jective is men earning between 
$1,200 and $7,500 a year. The 
other magazines published by the 
group are aimed at a mass market. 
In building its circulation, Ar-_| 
gosy has been given a unique) 
blend of features. It carries fic- 
lon, sports information, general 
erticles, a hobby corner, discreet 
heesecake, and a _ considerable 
lumber of “how to” articles. It 
hopes to initiate more features 
luring the year. 

Another thing deemed certain 
&Y Argosy during 1948 is a rate 
htrease, which probably will co- 
Ntide with the assembly of a new 
laff of salesmen. Argosy’s pres- 
it rates are based on a guarantee 
' 250,000, and its new rate card 
When it appears—will probably 
larantee more than 300,000. 


We Laval Ups Stewart 


J. P. Stewart, who has been 
andiing sales of centrifugal com- 
'éssors, has been named man- 
‘er of commercial and marine 
aes of De Laval Steam Turbine 
npany, Trenton, N. J., succeed- 
V. Petersen, who has re- 
after 34 years of service. 
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idland Steel Names 2 


Harvey E. Schach and A. R.! 
“Uknardt have been appointed 
‘eS manager and assistant sales 
ager, respectively, of the 
brake division of Midland 
Products Company, Detroit. 
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Appoints Sheasby 


pointed manager of the market 
development division of the sales 
department, United States Steel 
Supply Company, with headquar- 
|ters in Chicago. 


Clyde Melton Resigns 
Clyde Melton has resigned as 


ing Counselors of Arizona, Phoe- 
nix, to become a partner in a Dal- 
las agency to be announced later. 


Eugene G. Sheasby has been ap- | 


an account executive of Advertis- | 


Appoints Mayer A.M. | 

A. Richard Mayer, formerly | 
with Fisher Scientific Company, | 
has been named advertising man- | 
ager of Sauereisen Cements Com- | 
pany, Pittsburgh, manufacturer of | 
industrial and technical cements. 


NY Execs Elect Kiviat 


David D. Kiviat, director and 
general sales manager of Francis 
H. Leggett & Co., New York, has 
been elected president of the Ex- 
ecutives’ Association of Greater 


} 


es a i 


New York, succeeding Charles D. 
Morgan. Other officers. elected 
are: Vice-president, Frederic 
Blank, head of the company bear- | 
ing his name; treasurer, Michael 
Mirman of the Triad Personnel 
Service, and secretary, Frederic C. 
Stecker of F. R. Tripler & Co. 


Appoints Melick V.P. 


James B. Melick, who joined 
American Maize - Products Com- 
pany, New York, just after the 
termination of World War II, has 


25 


been appointed vice-president of 
the company. Before the war he 


| was a vice-president of Seagram 


Distillers Corporation. 


San Jose Admen Elect 


Lawrence B. Dugdale, Graphic 
Arts Press, has been elected presi- 
dent of the San Jose Advertising 
Club. Other officers elected are: 
Vice-president, George Snell, Sta- 
tion KEEN; secretary, Benet 
Hanau, Hanau-Hyde Company, 
and treasurer, Jay Heitsman, 
Forbes Advertising Company. 


| 
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GETS EXTRA 


EXTRA REACH 


RESULTS! 


KXOK ALONE DELIVERS OVER *22.1% OF THE 
LISTENING AUDIENCE "MORNING + NOON « NIGHT’’ IN THE THIRTY 
COUNTIES SURROUNDING ST. LOUIS 


Like the Mrs. illustrated above, KXOK has a long and 


aggressive reach which means 


It costs more to do business today which makes it 
imperative to increase sales volume. KXNOK “reaches” 
and influences buying power in an area described 

by BMB as 115 counties daytime, 98 counties nighttime. 
30 of these counties were surveyed* by KXOK and 


22.1% of the listeners make it a habit to tune to 630 


extra sales for advertisers. 


on the dial (bless that clear signal). In these counties 


live a million spenders, like the Mrs. in the 


illustration ...a plus market to St. Louis from which advertisers 


reap extra profits through K XOK’s extra reach. 


am 


ST. LOUIS 
630 KC « 


Owned and Operated by the St. Louis Star-Times 


Based on a comprehensive coincidental survey in thirty counties 
surrounding St. Louis. Over 109,000 calls were completed by 
Edward G. Doody and Co. Ask your John Blair Man about this 


revealing survey .. 


. Offices conveniently located in New 


) ork, 


Chicago, Detroit, St. Louis, Los Angeles and San Francisco, 


1, MO. CHESTNUT 3700 
5000 WATTS FULL TIME 
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Pacific Hooperatings 
Put Benny First 


The December Pacific Program 
Hooperatings show Jack Benny in 
first place, with Walter Winchell 
second and Bob Hope third among 
the first 15 evening programs. 

The average evening rating was 
9.8, up 0.8 from the last report 
and up 0.4 from a year ago. 


Joins Cole & Mason 

Hugh W. Foster, formerly with 
Pullman Standard Car Mfg. Com- 
pany, has joined Cole & Mason, 
Chicago publishers’ representa- 
tive, as sales representative. 
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Says 90% of PR 
Operates in the 
Public Interest 


Boston — “Ninety per cent of 
public relations is production in 
the public interest and 10% is 
talking about it,” said Holgar J. 
Johnson, president of the Institute 
of Life Insurance, at the 10th New 
England Sales Management Con- 
ference here last week. 

There is no value in the 10%, 
Mr. Johnson continued, unless a 
company has the determination to 
do the job the public has a right 
to expect. “Public relations,” he 
said, “starts with the philosophy 
of top management, and therefore 
must be a policy of public inter- 
est.” 

“In the days when all business 
was done on Main Street,” he con- 
tinued, “public relations wasn’t 
necessary. In those days every- 
body knew everybody else and 
management had to be good.” But 
it was when business became na- 
tional and international, he de- 
clared, that the need for public 
relations arose. 

Mr. Johnson urged his listeners 
not to be beguiled into believing 
that they had won public approval 
merely because the public is buy- 
ing their products. 

As a classic example, he cited 
the chain stores, which are 
crowded with shoppers, the same 
shoppers who often approve legis- 
lation that would outlaw’ the 
chain stores. 


J&J Promotes Gerbic 


E. G. Gerbic, acting director of 
merchandising of Johnson & John- 
son, New Brunswick, N. J., has 
been appointed director of mer- 
chandising of the company. Mr. 
Gerbic joined the sales force of 
Johnson & Johnson in 1934 and 
for the past six months he has 
served as acting merchandising 
director. 


Baral Joins Philco 


DETACHED—Admiral Corp.'s new tele. 
vision set, radio-phonograph combina. 
tion and record cabinet, in three sep. 
arate units, is being pushed in radio 
dealer trade publications, using the 
above copy (AA, Jan. 12). 


Williams to Head New 
Erwin, Wasey Office 

Erwin, Wasey & Co. will open 
a Los Angeles office at 5225 Wil- 
shire Blvd. on March 1. Howard 
D. Williams, president of the 
agency, will assume active man- 
agement, and his associates wil 
include Glen Jocelyn, Bennett 
Bates and C. R. Cottington. De- 
tails of the organization and per- 
sonnel will be announced soon. 

Accounts to be served by the 
new office include Carnation Com- 
pany evaporated and malted milk, 
fresh milk and ice cream divi- 
sions; Albers Milling Company 
Texas Company, and Consolidated 
Cigar Corporation. 


Retains Hilton 


Luminous Industries, New York, 
has retained Peter Hilton, Inc, 
New York, as advertising and pro- 
motional counsel for its lumines- 
cent products for the home and 
industry during 1948. 


‘Inquirer’ Names Dix 


J. T. Baral Jr., formerly with 
Gray & Rogers, has joined the ad- 
vertising department of Philco 
Corporation, Philadelphia. 


| 


| quirer, effective Jan. 1. 


George S. Dix has been ap- 
pointed Detroit advertising repre- 
sentative of the Philadelphia In- 


| IN ALABAMA 


WSGN is still tops, ac- 
cording to C. E. Hoo- 
| per’s latest report 
(Summer 1947) WSGN 
shows a listening index 
in the morning of 37.3, 
afternoon 31.5, evening 
35.3. In promotion, 
programming and serv- 
ice WSGN works to 


give sponsors the most for 


Alabama’s top station. 


OPS 


advertising 


dollars. That’s why WSGN is always 


‘ /; f 


Birmingham 2, Alabama 


THE NEWS-AGE-HERALD STATIONS 


Headley-Reed, National Reps. 
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Printing s Boom 
Told by Robbins 
to L. A. Adclub 


Los ANGELES—A picture of the 
printing industry, as composed of 
small businesses, and booming de- 
spite depressions, was outlined to 
the Los Angeles Advertising Club 
last week by I. D. Robbins, pub- 
lic relations counsel to the Print- 
ing Industry of America. 

Mr. Robbins, a partner of Rob- 
bins & Barber, told the club that, 
in recognition of Los Angeles’ 
growth as a printing center, the 
city would be the site of PIA’s 
1949 convention. 

Mr. Robbins reported that print- 
ing currently employs 300,000 
workers, that the earnings of 
those employed averaged $60 a 
week in 1947, and that printing 
production has been stepped up 
50% over 1941. 

The nation’s leading printing 
centers are New York and Chi- 
cago, both cities producing over 
$200,000,000 in commercial print- 
ing annually, with Philadelphia, 
Los Angeles and Detroit in the 
second flight at $50,000,000 each 
annually, and with St. Louis and 
Washington close behind. He 
mentioned Atlanta as a growing 
printing center, and singled out 
Dayton, Albany and Racine, Wis., 
as other large producing units. 


Cites New Developments 


Technology is providing rapid 
progress in printing, Mr. Robbins 
said, and reported that “an in- 
creasing number of plants are be- 
coming combination shops. in 
which two or more processes are 
used.” New equipment is now 
becoming available, and he called 
photo - composition, now being 
tested by the Government Print- 
ing Office, ‘fone of the most inter- 
esting developments,” and indi- 
cated that “before many years 
this process may help to eliminate 
casting of type. Film will replace 
type metal and matrices.” He 
decried fears of journeymen that 
technological advances mean un- 
employment, pointing out that 
there are three times as many 
wage earners in the printing in- 
dustry as there were before the 
invention of machine typesetting. 

Printing is also a relatively se- 
cure industry, he pointed out. It 
has emerged from each depres- 
sion at a higher level than it 
entered it, and “the curve of print- 
ing production has always been 
up.” Mr. Robbins quoted the Bu- 
reau of Labor Statistics’ predic- 
tion that “even should there be 
a severe depression and national 
income in 1950 dropped to the 
1941 level, there would still be 
more printing and publishing pro- 
duced in the U. S. than in 1941.” 


How It Stacks Up 

Other printing developments 
Outlined included: (1) PIA 
reached its goal of 75,000 new 
men for the industry, after setting 
up a training program in coop- 
eration with states and the Vet- 
trans Administration, but the in- 
istry is still short of manpower; 


(2) its schools of management at 
arnegie Tech and other colleges | 
are still overcrowded with — 
Waiting lists; (3) the industry has | 
$20,000,000 in standing orders | 
‘or plant equipment, but despite | 
the expansion of machinery- -pro- | 
ducing plants, the backlog of | 
orcers remains “as great as ever;’ 


(4) shortages of machinery, paper | 
ani labor necessarily mean high | 


Pi ces for printed products. 
‘iting printing as the fifth larg- 
€s' industry in the country, Mr. 
Rcobins commented that it has 
Segun to work out its problems on 
4 national scale. Uniform ap- 
Prenticeship and arbitration agree- 


ments have been entered into 
with the pressmen’s union, and the 
association provides a scale book 
and contract manual, which, with 
a statistical service and economic 
data, help printers in setting up 
a collective bargaining program. 

Similarly, PIA’s master print- 
ers’ section has studies under way 
to set up aptitude tests and other 
personnel methods on a _ basis 
which will make them feasible 
for other printers besides the 
large companies which now use 


them. Other contributions include | 


a tax program, aid to education 
in the shape of a text book series 
for schools, and a uniform ac- 
counting system. 


Schedules Market Week 


The June, 1948, Market Week, 
sponsored by the National As- 
sociation of Display Industries, 
will be held at the Hotel New 
Yorker, New York, June 20-25. 
Fall and Christmas lines will be 
shown. 


Quits Skyway Luggage 


M. S. Connelly has resigned as 
sales manager of Skyway Luggage 
Company, Seattle, to open a man- 
ufacturers’ agency, offering a 
group of manufacturers complete 
merchandising and selling service 
on the Pacific Coast. 


KFBI Appoints Sargent 

J. Wirth Sargent, who has been 
a legal adviser for the radio in- 
dustry for a number of years, has 
been appointed general manager 
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of Station KFBI, Wichita, Kan. 
He succeeds Robert K. Lindsley, 
who has resigned to expand his 
interests in the oil business. 


Research and 


ADVERTISIN 


Marketing 
Specialists!!! 
—Read Se invaluable Literary Guide—‘‘The 
Pamphlet M — lists aiphabetically 
Abt TITLES in Kur FIELDS in synonens 
form issu by publishers, Dy 
business ~m 2 Tells ee Le — 
some are free. . . venty re 
25e per copy. $2. per 5 A, rite e~ 
e. 


WILLIAM- FREDERICK PRESS, bert. Ee 
313 West 35th Street, 


SAW 


NEW 


half-century is not so long 
in time. But in terms of the 
changes they have brought 
these 50 years just past seem 
ages long. Think of the 
printing industry, for ex- 
: “} ample (as typified by the 
shop above, which may well have been one of 
our first customers ). Handwritten copy, set by 
flickering gaslight with a red hot, pot-bellied 
stove providing the air conditioning. 

But what a job they did. . 
printer, yes,and paper-maker,too. They changed 
our thinking and our way of life. Unceasingly, 
they preached the gospel of Democracy and 
prepared us to accept and later to demand its 


. editor, ad man, 


The Bettmann 
Archive 


OR THE FIFTY YEARS THAT 
" Y a. WORLD BORN 


material benefits, providing the markets that 
made them possible in greater profusion than 
in any other spot upon the globe. 


They chased the grocery store cat from the 
cracker barrel and prune box and brought im- 
maculately packaged foods and fresh uncontam- 
inated milk to the American home. 
printed education, they helped to make our 
public health the envy of the world. 


Through 


It’s been a phenomenal fifty years for America. 


and humbly tip our hat. 


New York 17,N. Y. 


INT ERNATI _ PAPERS 


And, as we pause at the threshold of our 
second half-century, we look back at the past 
INTERNATIONAL 
PAPER COMPANY, 220 East 42nd Street, 
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To Ingalls-Miniter 'Sends Safety Booklets 


Ingalls-Miniter Company, Bos- Hudson Motor Car Company, 
ton, has been named to direct the | Detroit, is sending each owner of 
advertising of G & G Products|a new Hudson a book featuring 
Company, manufacturer of Allen’s safe driving tips, in line with the 
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grated pulp, newsprint and wrap- 
ping paper mill. Newsprint would 
go to publishers in the western 
United States. The exact location 
of the mill has not yet been speci- 


will be used. fic hazards. 


Barcolene. Radio and newspapers | national campaign to reduce traf- 


With the addition of a third net- 
work show, Mars, Inc., candy bar 


for 
VISUAL 
selling 
of 


your product 


producer, will boost its 1948 ad- 
vertising budget about $1,000,000 


over the record 1947 figure. The 
company, which did about $50,- 
000,000 last year, is now said to be 
the largest bar factor in the con- 
fectionery field, although Hershey 
total sales are greater. 

* ak * 

Ajax cleanser, which Colgate- 
Palmolive-Peet Company tested 
in selected areas last fall, now has 
gone national, and is expected to 
be promoted to the tune of about 
$1,000,000 during 1948. Sherman 
& Marquette handles the account. 

* * * 

Before anyone in the Waco, 
Tex., area knew what was going 
on, a firm of Kansas City at- 
torneys had bought up 2,000 acres 


‘ The purpose of a key is to open a lock - 
- The purpose of advertising is 


- to sell goods profitably. 


= 


BUT ALL KEYS DO NOT OPEN ALL LOCKS 
WOR DOES ALL ADVERTISING 
SELL GOODS PROFITABLY. 


| For example, no realistic advertiser tackles 
a big new market without first testing the 
response to his product somewhere .. . 
somehow. The method of testing we'll 
leave to his research department — but 
- - - for a place to test, surely, economic- 


ser-snnenentny 


we recommend with confidence the Inter- 
national Industrial Exposition. 


 ceieetietietieetiestientneetietinestiontiontieatetinentiestietiettetiesti tas 


International Industrial 
Exposition, Inc. 
Million Dollar Pier 
Atlantic City. N. J. 
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1 You've made some sweeping statements: “Prove 
, them.” 

' 

1 Name _ 

1 Firm 

‘ 
i 
' 
’ 
i 


Street _ 


City 
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JUNE 26 - SEPTEMBER 11, 


ally with a made-to-order, national audience 


1948, MILLION DOLLAR PIER, ATLANTIC 


A Medium of Public - 
Relations . . . An 
Instrument of Trade 


* IIE is the authority in the exhibition 
. * 
field. 


* IIE has the largest audience poten- « 
tial in the U.S. 


* IIE audience is receptive to exhibits. 


* IIE is both a trade and consumer 
exhibition. 


* IIE is conveniently located. 


* IIE is the first Post - War Interna- 
tional Exposition to be held in the 
U.S. 


CITY, N. J. 


of choice industrial property on 
the fringe of the industrial area. 
When the Waco Chamber of Com- 
merce finally learned of the move, 
it happily offered its services, but 
was told by the K. C. people that 
they had no idea of the ultimate 
purchaser or the purpose for 
which it is to be used. 

The development, now called 
“Mystery Acres,” has been vari- 
ously tied up with such names as 
Ford, DuPont, Firestone, Westing- 
house and Atlas Cement. Current 
guesses speculate on the erection 
of a huge plastics plant. To date, 
only a water plant capable of 
pumping 7,000,000 gallons a day 
furnishes any clue as to the ulti- 
mate purpose. 

* * © 

Rumors that W. A. Shaeffer Pen 
Company, Fort Madison, Ia., will 
spend $3,000,000 on advertising 
during 1948 are without founda- 
tion. The figure was mentioned 
during the company’s annual sales 
convention, but the true appro- 
priation is closer to $1,500,000 in 
space and radio. The media list 
is to be changed only slightly over 
last year, with additions of busi- 
ness weeklies such as Business 
Week and Nation’s Business. On 
radio, the NBC schedule (Shaef- 
fer Parade) is said to be un- 
changed, although the company 
has dropped Adventurers’ Club 


‘over CBS. 


* *¥ x 


} 
| Plans for a new $14,000,000 Ca-| 


nadian pulp and paper mill in the 
| province of Alberta are reported 
\to have been completed. While no 
confirmation was possible, it is 
known that R. O. Sweezy, Mont- 
bere financier, is prominent in the 
project, which calls for an inte- 


| 
| 


fied. 


* * ea 
Northwestern Mutual Life In- 
surance Company, Milwaukee, 


with billings of more than $100,- 
000 last year, will name J. Walter 
Thompson Company as its agency 
some time early in 1948. No offi- 
cial announcement of the shift has 
yet been made, nor have details 
of the company’s 1948 campaign 
been completed. 
ok * oo 

Life is using not merely more 
editorial color but is developing 
faster processes for it. Life staf- 
fers look forward to the time when 
the whole magazine, editorial as 
well as advertising, will be pre- 
dominantly color, and still a “news 
magazine.” 

* ok 

Nestle is toying with an “instant 
tea,” to go along with Nescafe. 
The product hasn’t hit the mar- 
keting stage yet. Its tentative 
name is Nestea. 


Kodak Appoints Moulin; 
Adds Plastics Lab 


Clyde N. Moulin, formerly man- 
ager of the Eastman Kodak Stores 
Company in Chicago, has been 
appointed general manager of 
Eastman Kodak Stores, Rochester, 
1 Ae 2 

Eastman Kodak Company has 
opened a new plastics laboratory 
for the development of plastic 
parts for cameras, projectors and 
‘other photographic apparatus. 
Gerald Delaire is engineer in 
charge. 


Kingan Appoints Hall 

Ann L. Hall, recently a public 
relations officer in the Wac, has 
been appointed publicity manager 
|of Kingan & Co., Indianapolis. 
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Advertising Age, January 19, 1948 


Blue Pencil Blues | 
Sung by Sussman 
in Cerf Column 


New YorK—It does not neces- 
sarily follow that because a man. 
can read, he can judge, write or 
edit advertising copy. ‘The urge) 
to revise, sadly neglected by) 
Freud and Darwin, comes to life) 
in many people who have the 
chance to “correct” advertising 
copy. } 

In the Jan. 17 issue of Saturday 
Review of Literature, a major 
portion of Bennet Cerf’s “Trade | 
Winds” column is devoted to the | 
story of one Gordon Wildword, | 
an advertising man who must! 
submit copy to Anthony Bump, a 
publisher. The story is the con-| 
tribution of Aaron Sussman, part- | 
ner of Sussman & Sugar, an. 
agency with a number of publish- 
ing accounts. 

Bump believed that he could 
edit copy, and where Wildword 
disagreed, Bump’s system was to 
keep showing the copy to various 
people until he found someone to 
agree with him. “At that point, 
Wildword would find himself in 
the silly position of either getting 
into step with the rest of the) 
world (now shrunk to the size of 
Bump and cohort) or of being | 
branded stubborn and a fool.” | 


Can They Be Right? 


Wildword’s principal worry was | 
“the distressing discovery that 
every man, woman and child in 
the country —all 140,000,000 of 
them — seemed to know more 
about it than he did. He often 
wondered what shortcuts they had 
used to learn what had cost him | 
so many rugged years of patient | 
study. . . It worried him that some 
of them might be right. . .” 

He couldn’t recall all the people | 
who had given opinions on copy, 
although some of them stuck in 
his memory: “The publicity man | 
who was always telling every-| 
body, in mellifluous doubletalk, | 
exactly how to advertise books, 
but was always adding parentheti- 
cally ‘of course, you can’t say it 
in those words’ . . .; the salesman 
who screamed, at sales confer- 
ences, for local advertising in his 
territory to ‘back up the dealer,’ 
but gave to Wildword as his pri- 
vate opinion that the only adver- 
tising worth a continental was 
concentration in large space in the | 
big-city book sections ‘to make a 
splash and let the trade know you | 
mean it’; the editor who knew, of | 
a certainty, that best sellers were 
created editorially, while plugs 
were the unfortunate victims of | 
advertising incompetence.” 

But these nightmares were sec- 
ondary; the current piece of copy 
seemed to have caught Bump’s| 
fancy. Wildword had been look- 
ing out the window, and when he} 
turned he found Bump slashing | 
away at the type-proof with a red 
crayon, and smiling, “It’s beauti- 
ful, Gordon. . . just beautiful. I’m | 
Suggesting a few minor changes 


Air Transport’ Starts 
Listing Advertisers 

Air Transport, New York, a Mc- 
Graw-Hill publication, is now in- 
Corporating a table of advertising | 
contents in each issue. The pub- 
lication points out that “this ap- 
proach is in line with the over-all 
function of business papers— 
Oringing the subscriber the latest 
€yuipment information, telling 

»w to do it’ and pointing the way 

time and money savings.” 
_ Each ad is listed with a one- 
ine descriptive summary of its 
Copy message. 


Names Smaltz A.M. 


Peter R. Smaltz has been named 
advertising manager of Trask, 
rrescott & Richardson Department 
“tore, Erie, Pa., succeeding the 
‘ate Howard J. Holcomb. 


Fisher Toins ‘Steel’ ,in 1945 as market research direc- 

. 4 : tor, became merchandising man- 

Calvin Fisher has resigned aS ager in 1946 and assistant sales 
advertising manager of the North| manager early in 1947. 
& Judd Mfg. Company, New EOE 23 


GMA Elects Murray 


Margaret Murray, director Of reaching the department store, no- 
home economics for National Bis-| tions and jobber fields. McCann- 
cuit Company, New York, has | Frickson, New York, is the agency. 


|1948. The campaign will include 
two-color spreads in the papers 


Britain, Conn., to become New) ‘ been elected chairman of the 
England representative of Steel, Kurie Joins ANA Women’s Advisory Committee of | 
a Penton publication. John F. Kurie, former vice- the Grocery Manufacturers 


America, New York. 


Expands Trade Ads 


— president in charge of merchan- 
dising of M & M Ltd., Newark, 
Grove Promotes Bland N. J., has joined the staff of the 
Arthur S. Bland Jr., former as-| Association of National Advertis- 
sistant sales manager of Grove ers, New York, where he will be 
Laboratories, St. Louis, has been|in charge of the association’s 
appointed sales manager of the media research activities, and the) 
company. Mr. Bland joined Grove |member service department. 


York, distributor of 


Donahue Sales Corporation, New | 
packaged | 
Talon slide fasteners, will expand | 
its business paper advertising in| 


of | 


| SIGNS OF LONG LIFE’ 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft® Manutocturing Corporati 
900 Kibby St., Lima, Ohio, U.S.A 
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o> You cant cover California’s 
without on-the-spot radio 


There’s a “solid” reason for that statement_above. Namely, 
mountains. High mountains virtually surround this prosperous 
section of California and Nevada . . . make it impossible to 
radio-sell Beeliners with anything but on-the-spot radio. 

To reach the greatest number of Beeliners, whose combined 
buying power is 2 Billion, tell your story on the five BEELINE 
stations. Each is located right in a major trading center of 
the Bonanza Beeline market. Each is an old-time local favorite. 


For example, take Reno—recently named an outstanding 
test market city.t Reno’s BEELINE station is 20-year-old 
KOH, and BMB reports its home county audience as 96% 
daytime, 94% at night. See Raymer for the full Beeline story. 


+ Sales Management Survey 


TT 
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MCCLATCHY BROADCASTING COMPANY 


SACRAMENTO, CALIFORNIA =e 


KOH 


Reno (NBC) 
1000 watts 630 kc. 


KFBK 


Sacramento (ABC) 
10,000 watts 1530 kc. 


KERN 
Bakersfield (CBS) 
1000 watts 1410 kc. 


1230 ke. 


PAUL H. RAYMER CO., National Representative 


KWG 


Stockton (ABC) 
250 watts 


KMJ 


Fresno (NBC) 
5000 watts 580 ke. 
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... that is why you will find copies of the 

SKE current issue of SPORTS AFIELD in the chapter 
houses of practically every important fraternity 
in the United States. 


Here is a partial list: 


Alpha Chi Rho (16 Chapters) ‘Phi Gamma Delta (67 Chapters) 
Alpha Delta Phi = (24 =) Ae Phi Kappa Psi (45 rah? 
Alpha Tau Omega (86 ‘es Phi Kappa Tau (37 eee 
Beta Theta Pi (81 nS Pi Kappa Alpha = (71 i. 
Chi Psi (21 ‘ie Psi Upsilon (25 eae 
Delta Chi (33 a. Sigma Alpha Epsilon 
Delta Kappa Epsilon (04 7” +) 
(42 2g Sigma Chi (92 es 
Delta Sigma Phi = (39 (ial Sigma Nu (89 7 
Delta Tau Delta = (65 et Sigma Phi (9 = 3 
Delta Upsilon (55 met me Sigma Phi Epsilon (65 pio 
Kappa Alpha (59 me ty Tau Delta Phi (16 ee 
Kappa Sigma (99 ele Theta Chi (63 re 
Lambda Chi Alpha(102. ” __s*) Theta Delta Chi = (25 — 
Phi Delta Theta (95 7 ig Zeta Beta Tau (32 ares 


*SPEND-O-CRAT: A sportsman with an apprecia- 
. tion of the finer things of life —and the leisure 


and means to enjoy them. 


For instance, a recent survey shows that 
Spend-o-crats spend 15% more for suits; 33% 
more for shirts; 18% more for shoes. 
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MacRann Forms 
to Pick Agencies 


NEW YorK—Formation of Mac- Great American Industries, 
Rann Associates, 57 Park Ave., 


| cialist—the agency-picker. 

The company, headed by Daniel 
|G. MacMillan, formerly with J. 
Walter Thompson Company and 
and 
|Louis G. Shields, formerly with 


has been announced, and the ad- | Ruthrauff & Ryan and JWT, plans 


vertising business 


officially re-| to provide factual information and 


ceives a new classification of spe- | 8uidance to advertisers in select- 


INDUSTRIES 
| oe 4 


ineluding 
25 FURNITURE FACTORIES 


(home of Art Metal Deck and Fili 
» warty Automatic Voting Machines, 
C., 


| JAMESTOWN 


Post-Journal 


ONLY Daily Newspaper 
JAMESTOWN, N. Y. 


An Isolated market In 
Southwestern New York State. 


ing agencies. 

| The company will work on a fee 
_basis, with the fee varying with 
the size of the account. Agency 
| investigations will be conducted on 
‘a “John Doe” basis, with the name 
/of the advertiser and product kept 
| secret until the advertiser wants 
'to see the agency. 

Mr. MacMillan told AA the cli- 
ent always makes the selection, 
and that MacRann is sometimes 
retained in a consultative capac- 
ity after the selection is made; in 
other cases, the client severs the 
connection after the agency is 
found. 


Promotes Carswell 

Arch Carswell, former Pacific 
Coast manager of the Multiwall 
Bag division of St. Regis Paper 
Company, New York, has been ap- 
pointed to the newly established 
position of general sales manager 
of the Multiwall division. H. W. 
Sloan, former assistant Pacific 
Coast manager, succeeds Mr. Cars- 
well as Pacific: Coast manager of 
the division. 


Come on Again, 
You Armchair 


COPY EXPERTS! 


ICS Adman Issues 
Annual Clarion Call 
to AA's Readers 


Cuicaco—This is the annual 
clarion call to ADVERTISING AGE’s 
armchair copy experts to match 
wits with the experts—to pick the 
12 best ads of the year from the 
standpoint of International Cor- 
respondence Schools. 

This is the fifth successive year 
in which Paul V. Barrett, director 
of advertising and prospect serv- 
ice at ICS, has cooperated with 
AA to provide readers with a 
chance to exercise their wits and 
prove their skill as judges of copy 
that pulls. On the facing page you 
will find large-scale reproductions 
of the 12 best ICS ads of 1947— 
with a “COUPON, ready to be 
filled out. 

This year, something new has 
been added. As Paul Barrett ex- 
plains it: 

“For the first time this year, 


352,647 got aye tr thet shoes 


A en ne 


The Florida market is a growing market—with a 
present and a future sales potential that is just 
beginning to be appreciated. 


Increases in permanent population and industrial, 
agricultural and commercial development have 
taken Florida out of the category of a season- was 11th in 1946. In 1947—? 

al market. Today, Florida’s purchasing power 

is an all year ’round‘source of sales. 


More than 83 percent of Florida’s retail and 7th in 1946, rears its lovely | 
sales are concentrated _in its three major markets— "¢@d_again in 1947. 
Jacksonville, Miami and Tampa. You can sell these markets, ... arth in 1946. 
and their rich trade areas, effectively and at low in 1947. 

cost by using Florida’s three big morning dailies. 


\ 
FLORIDA’S TOP MARKETS 


a 


e comeback in 1947. Take the old 


AcE think? 


Advertising Age, January 19, 1949 


taught us that 10 known factors 


on these factors. 
listing these factors here. 


up our sleeves.” 
Second 
2. Magazine 


3. Circulation 
people, 


Layout 


Voice of Experience 


“Our years of experience buying millions of lines of space i: 
thousands of national magazines of every description, hav» 


vertising,”’ says Mr. Barrett. “Our annual evaluations are base: 
For the benefit of those interested, we ar 
We hope they will be helpful and 
that they will convince 1947 contestants that we have nothing 


1. Season of the Year. Best: January, February, March 


vember 
ee ee Editorial appeal—audience 
rua eee The larger the better—among the righi 


page per thousand. 


Tee Quality of artwork. Action: 
at a glance. Reproduction 


ae Put idea over in few words. Tie in 
with illustration 


‘ce were rery Amplify illustration and headline 


OS Sane ee In book; with relation to competitive 
copy; near related editorial material 


Se eae & ratte Large or small; general or special 
Bet thse deh’ alare nen Full page best 
rE ee Distinctive, simple, not flashy 


But RESULTS are the final measuring stick 


——, 


influence returns from ICS ad- 


Best: September, October, No- 


of course. Consider cost per 


get idea 


contestants are asked to judge the 
pulling power of the Titanic 
‘Twelve from the inquiry stand- 
|point alone. 

“Then, they are asked to rate 
‘them on the basis of enrollment 
| production. There’s quite a dif- 
'ference in the two factors and the 


'man who can select as few as four 


copy.” 

Then Mr. Barrett crashes 
through with a bit of news which 
is pungent with meaning: “In 
evaluating 1947 copy,” he says, 
“we omitted advertisements ad- 
dressed to G.I.s. Regardless of 
the copy or the media used in 
1946, mere mention of ‘G.I.’ in the 


‘in the inquiry column in their | headline insured an avalanche of 
|proper order, and a like number | inquiries.” 


fame.” 


Rewards for 100 | 


The prize for the lucky con-| 
'testants is also different. This | 
year ICS offers 100 ICS Copyfitter | 
and Type Gauge Rules, which, | 
'Mr. Barrett explains, “has been a| 
‘feature of ICS advertising courses | 
for nearly 50 years.” They are, | 
one gathers, indispensable, al-| 
though any adman smart enough | 
to figure out the winners in this) 
contest can probably get along) 
without one. 

So much for the “reward.” And | 
now back to the contest, and Mr. | 
Barrett’s “glimpse behind the) 
scenes”: 

“For one thing,’ he says, “this 


Today, Florida is one of the fastest year’s contest shows that quite a| 

growing states in the nation. Between few graybeards 

1940 and 1945, a total of 352,647 peopl 

moved to Florida to live—creating a new market 
the size of the population of Nevada! 


staged a_ real 
favorite, ‘Drafting—Springboard to 
‘Success’ for instance. It placed) 
‘fourth in 1944, and then again | 
fourth in 1945. It didn’t show up 
lat all in 1946. But in 1947 it came 
‘through in—well, what position 
would the readers of ADVERTISING 


“Another old timer, . ‘Special 
Training’ made its presence felt, 
again in 1947. It was first in both 
of the 1944 and 1945 contests. It 


Other Repeaters 


“‘*‘Are You the ILC.S. Type of 
Man,’ after placing eighth in 1945, 


“*‘What I.C.S. Means to You,’ 
It rides again 


“And ‘P.A.A. Reports on I.C.S.,’ 
with third place to its credit in 
1946, showed up again in 1947. 

“To give contestants a_ break, | 
let me say that No. 1 and No. 12 
inquiry leaders in 1947 were old 
timers. No. 12 enrollment leader 
was an oid timer. 

“Despite the apparent strength 
of many of these oldsters, only 
five of the 1946 winners, and three 
of the 1945 winners were able to 
elbow their way into 1947’s golden 
dozen. This is a tribute to the 
pulling power of our 1947 coupon 


‘in the enrollment column, is des- | 


tined for the advertising hall of | 


Questions in Headlines 


In 1947, Mr. Barrett says, four 
advertisements had the same rat- 
ing in both the inquiry and en- 
rollment production columns. 

He also points out that analysis 
shows that eight of the 12 top ads 
asked questions in the headlines. 
With some natural overlapping, 
five of the ads were factual, five 
were purely inspirational, and five 
were illustrated by cartoons. 

So... study the 12 ads shown 
on the opposite page. Then get 
out your pencil and fill in the 
blank spaces in the coupon at the 
bottom of the page. The letters 
“A,” “B,” “C,” etc., under the ads 
are merely so you can identify 


‘your choices; they have nothing 


to do with the relative standings 
of the ads. 

We'll publish the correct stand- 
ings in our issue of Feb. 9, so only 


‘entries postmarked before Feb. 9 


will be counted. If your associates 


'want to guess, too, and they don't 
‘have a coupon, we'll accept non- 


coupon entries under the same 
conditions. 


575 Sign with BMB; 


$459,000 Assured 


More than 575 subscribers have 
signed with Broadcast Measure- 
ment Bureau, assuring the trl- 
partite group of an annual rev- 
enue of $459,000. The list includes 


| the four major networks, three re- 


gional networks, 561 AM and seven 
FM stations. 
Signed for the interim study, s¢' 


to get under way in March, are 56 


subscribing stations, which have 
ordered measurements in /%% 
counties and cities. Feb. 1 is ‘ne 


|deadline for ordering additiona’ 


places provided they are alre#dy 


,on the list of areas to be covere 


Menser’s Station 
Joins NBC Network 


Station WEAT, Lake Wor'h, 
Fla., which went on the air (25! 
week, has affiliated with NBC. ” '¢ 
250-watt outlet is owned by C!.!- 
ence L. Menser, former NBC v!:¢- 
president, who resigned sevée'® 
months ago. ; 

The new station, the networ*> 
168th affiliate, will operate om 4 
part time schedule. 
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g 
Cx y remember when there wasn't an 
LCS! Not unless you're well over 55 years 
® { we that is how long these world- 


~ 2 «hools have been a Training 
lable to all 

Before 1. C. S., multitudes of potentially 
able men and women had no place to turn for 
the knowledge they needed in mastering re- 
warding -areers. Today there's no excuse for 
any one anywhere to struggle under the handi- 
it ap imposed by lac k of training. 
If you are one of the many without time or 
r pportunity to attend traditional schools 

{ it's necessary for you to do your learning 

«hile you re earning... 1. CS. is especially 
designed for you. W hatever your interest, 

sll find it covered by one of the 400 1. C. S. 


be yours, 


students demonstrate that today’ 


That's what LC 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


SOx 2970-4. SCRANTON 9, Pern 
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C Caton Menstertarting, 
¢ Wen one 


Length of Service in World Wer 
Fores Kevsttmont enter the Gt Oo of Rati eomensd te Kw it owen, 
¢ Beheels Comedian, Mentreet Comede 


Courses in technical and business subjects. 
However you're situated, this training can 


The records of thousands of — 
student is tomorrow's leader. The same Fath 


tunity they seized is at your door right now. 
S. means to you 


are alert, forward-looking, determined to get 
ahead. You can prove your alertness by mail 
ing the coupon right now 


Can You Pick the Winners Among I. 


$1... S. graduates turn up in lots of 
places — but not “behind the 8-ball.” 
You'll find thousands of them in top ex 
ecutive posts... hundreds of thousands 
holding good positions and regularly 
collecting promotions and pay raises. 

They realized that the advancements 
g0 to the trained men. . and that prac- 
tical, authoritative 1.C.S. training is just 
as close to any one as the nearest letter 
box. Many of them started drawing the 
dividends of larger pay checks and in- 
creased responsibilities before they com- 
pleted their 1.5. Courses 

The road they followed to success is 
open to you. LC.S. Courses cover more 
than 00 business and technical subjects. 
You study in your spare time at low 
cost in a class by yourself 

Hf you're as smart as we think you are, 

behind the & ball” 
You'll ma 
pon today for full information on how to 


you won't be caught 


with the untrained | the cou 


join the trained men rewarded by this 


modern world 


sor SCRANTON 9, Penna. 
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Ber Conerening one . 
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for a rewarding future by 4 
sales S. Start todey te mailing thie coupon 
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S. Advertising Leaders? 


Co00/¢S on 


R.. onps of Pan American World Air 
ways tell you plenty about the value of 
i. & § They show 


that hundreds of Pan American pilots, 


Aviation Courses. 
co-pilots, flight engineers and mainte- 
nance men have taken I. C. S. Courses. 

Now flying for just one division of 
the airline — Latin American —are 336 
pilots and co-pilets who are holders of 
1. C. 5. diplomas. 

What better endorsement could there 
he of any institution offering training for 
\viation careers? 


“Conscientious study of 1.¢ li you are planning for a’ place io 


Courses proves | thule caine beyond 
doubt. 


Aviation, vou owe it to yourself to mail 


2 © Crames 

nence 
Btrice Orient Division 
Pes Americas Wertd Aly. 


the coupon today for full information on 


the famous 1. C. 8. Courses. Do it now!’ 
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Cremmiatrs Courses 
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tremely literal books 


Schools with the teacher “built 
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THERES WO SECRET OF SUCCESS / 


Tree rommura for success in industry and business 
8 an open book —no secret about it at all. Promo- 
tion comes when you've trained yourself to han 
die tagger jobs. prepared for larger responsibilities 

Such training you'll find in a library of ex- 
and it's up to you to open 
them and keep on opening them until you've 
mastered their contents. You can do this in your 
spare time for these are the easy to-understand 
texts of the International Correspondence 
right in.” 

Covering more than 400 practical subjects, 
1.C.S. Courses have aided thousands of men 
and women to win better jobs and larger rewards 
in every business and industrial field. These thou- 
sands are the proof of the familiar saying, ‘’To- 
day's 1. C. 8. student is tomorrow's leader.” 

Mark and mail the coupon and you can be on 
the way to joining them. It brings you full infor- 
mation on the subject you're interested in. Act 
today — if you're serious about becoming a success! 


J DRAFTING 


SPRINGBOARD TO SUCCESS! (mm #) 


Masy men today are using drafting boards to design a re- 
warding future. * The International Correspon 
dence Schools Courses in Mechanical or Architec- 
tural Drafting have fitted many hundreds of 
ambitious men for better jobs in this 
well-paid field. * ANIC. S. 
Courses (covering 400 busi- 
ness and technical sub- 
jects) are prepared 
by leading practical 
authorities, constantly 
revised to meet new develop- 
ments. Yet the cost of 1. C. S. 
training is surprisingly low. * It's 
not too late for you to start. Mail this 
coupon today! 


INTERNATIONAL CORRESPONDENCE SCHOOLS 
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DO YOU BELONG 
in the new world? 


Trene’s a new world opening all around you... a 
world of Electronics, Plastics and other new indus 
tries... a world of new developments in Aviation, 
Building, Chemistry, Engineering, Business. 

With opportunities and rewards coming faster than 
ever, you can't afford to be a back number. The 
advancements are going to the trained men and 
women. And if you re as smart as we think you are. 
you're planning now to juin them. 

That's where the world-famous International Cor 

dence Schools come in. The 23 Schools of 
i ¢ S. are Schools for Moderns. There's an Aviation 
School and an Automobile School . .. Schools of Air 
Conditioning, Chemistry, Radio, Accountancy and 
Management . . . Schools in virtually every field of 
modern industry and commerce. 

There are Courses on Plastics . . . Engines 

. Electronics . . . a Course for Private Pilots and « 
Course for Commercial Pilots. And constant revision 
keeps the Courses in other subjects just as up to the 
minute. Here's tomorrow's training for you now. 


Mail the coupon today! 
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Lik, Mentvent, Comte sf 


Bortune-reciine is not one of the attri- 
butes of I. C. 5. We're much more con- 
cerned with helping those who anced 
specialized training. For, regardies of 
what the future may bring, @ained men 
will continue to hold the important pos - 
ons in business and industry 

That's why we strongly recommend 
that you prepare yourself wow for 
changes that may threaten your occu- 
panonal status. In periods of uncertainty, 
trasnung 1s your best protection 

1.C.S. can help you acquire much 
of the technical knowledge you need 
Courses cover more than 400 commer- 
cial and industrial subjects. You study 
im your spare ture set your own pace 

progress just as fast as your abilities 

and ambiuon permit 

Don't delay your program for slf- 
advancement. Clip and mail this coupon 
Topay. It will bring you full parucu- 
lars about the courses in which you are 
interested 
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How to pass a genius 


Av of us can't be geniuses. But 


The trained man has no trouble 
the genius who hasn't 


In good times and bad times, in 
every technical and business field, 
the trained man is worth a dozen 
untrained ones, no matter how 

ed. 


WHY THE CIRCLE 
UW THE GRASS ? 


Vou don’t have to be a farmer to recognize this circular 
- F patch. A horse or cow tethered to a stake leaves a 


The International Correspon- 
dence Schools can't make you into 
@ genius. For more than 50 years, 
however, I S. has been help. 
ing its students to become 


perfect circle of closely cropped, heavily trampled gra 
Here's the point: 


im many fields of bu 
+s industry = can go only as far as your edu mand 
training it —- and no farther. Most things beyond 


ness and 


the coupon 
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trained, success/ul leaders — 
and it can do the same for you. 

Mark your special interest on 
t be like the un- 
successful gensus who wastes his 
life in dreaming of what he intends 


are out of caaih Only additional training can enable 
you to get away from the tether, can give you an 
unlimited area of opportunity 


Vee ee Fong During the past 56 years, the International Corre- 
a7) onli! spondence Schools have helped to broaden the vora- 


tonal scope for more than 5.000.000 men like yourself. 
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Thiene is a definite LCS, type. The records of 
130,000 current students... more than 5 million 
students since 1891 . . . supply the outlines. 
Here's how the typical enrollee shapes up at 
the time of beginning his studies: 

He is an adult, In good times or bad times, he 
is an employed man. Circumstances have pre- 
vented his attending a college but he is ambi- 
tious, intelligent, determined to acquire the 
specialized training that will help him in his 
present job and prepare him for a better one. 

Does the description fit you? Then you'll be 
interested in what LCS. helps these students 
to achieve. In a single 30-day period we have 
received as many as 635 student letters report- 
ing advancement in salary and position. In a 
period of 120 days we have received 1,920 
such reports, 

Graduates include the presidents, board 
chairmen, chief engineers or chief chemists of 
some of the largest steel, airplane, chemical, 
railroad and electrical equipment companies 
in the country, Thousands of others have reg- 


istered substantial successes in their chosen 
fields. Here's the kind of coupon they signed 
and mailed e 
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te de tomorrow Mail this coupes HOW! 
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Editor, ADVERTISING AGE, 100 E. Ohio St., Chicago 11: 

ir st Here are my estimates of the relative standing of the 12 best ICS ads of 1947. 
dicate selections by writing 1, 2, 3, etc., behind appropriate letters). 
Paul Barrett send me an ICS copyfitter and type gauge rule. 
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Presto to Spend — 
$400,000 to Plug 
$30,000 Contest 


Eau CLAIRE, Wis. — National 
Pressure Cooker Company here is 
aiming at sales of 1,000,000 Presto 
cookers by April, and will spend 
almost $400,000 to advertise its 
$30,000 consumer contest designed 
to help achieve the sales goal. 

The advertising campaign will | 
break first in a broad list of trade 
publications late this month. Half- 
page and two-thirds page two- 
color ads in Good Housekeeping, | 
Ladies’ Home Journal and Mc-| 
Call’s are scheduled to appear 
shortly afterward. The consumer | 
drive also will be extended to The | 
American Weekly, Parade, Pic- | 
torial Review and This Week, | 
all to carry full-color insertions. 

The copy will be headed: “Save | 
money on your food bills,” and 
will boost economy advantages of 
the Presto cooker. All of the com-_ 
pany’s retail outlets will be sup-. 


\ TELEVISION 


ASK YOUR 
WAAT MAN 
ABOUT 


WATV 


SERVING NEW 
JERSEY AND 
METROPOLITAN| 

NEW YORK! | 


New Jersey's 15! Station 


WATV 


NEWARK-NEW JERSEY 


first prize is $1,000 cash, followed 


plied with counter displays, win- Elects Williams V.P. 


dow streamers, cooker-top ex- nem 

pa | John D. Williams, general sales 
hibits and entry forms. | manager, has been appointed vice- 
All copy will, of course, carry 'president in charge of sales of 
contest rules. More than 1,000\/p LL. Ward Company, Philadel- | 
prizes will be awarded writers of|phia, paper distributor. Caleb J. 
the best letters on: “My Presto! Brinton Jr., general auditor, has 
cooker helps me save money on_| been elected treasurer of the com- | 


my food bills because .. .” 


The | pany. | 


2 Pee 
by 53 other cash prizes and 1,000 | Ups Kraemer and Schacht 
awards of Presto cookers. E. A. Kraemer, sales manager 

Melamed - Hobbs, Inc., Minne- of the jobbing division, has been | 
apolis agency, directs the account. appointed general sales manager | 


Advertising Age, 


anuary Bs: 


of West Bend Aluminum Com- 
pany, West Bend, Wis., and H. G. 
Schacht, sales manager of the re- 
tail division, has been named as- 
sistant general sales manager. 


from Aunt Jemima Ready Mix ‘oy 
pancakes and buckwheats. 1 9. 
Roche & Ellis is the agency. 


Names McMurphey 


_ George W. McMurphey Advy>r- 
tising Agency, Portland, Ore., ,a< 
been appointed to direct the 9. 
tional advertising of Selleck [n- 
( dustries, Inc., Portland. Consu) je; 
Ladies Be Seated” program magazines and trade publicati ns 
starting Jan. 19. The program is| will be used for Selleck Hite 4. 
heard 2-2:15 p.m., CST, Monday | Just aluminum ironing boards 
through Friday. The spoon is of-|and Selleck Kitchen Cooln its 
fered for 10 cents and a box top| glove-type pot holders. 


Offers Spoon Premium 


Quaker Oats Company, Chicago, 
will offer a steel batter spoon with 
can opener attached over ABC’s 
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Four Join Prefab Group ler-Times, president. Others Collins to Publish industry, in August. the radio talent and management 


; elected are Al Jennings, Austin The periodical is described in a fields, vice-president; Rowe Gie- 
The Prefabricated Home Manu-| American - Statesman, 1st vice-| . 


; we - . | 4 bd ’ even-page announcement ad in|son, former member of the pro- 
fecturers’ Institute has elected the| president; Ray McKinney, Dallas ‘Kaleidoscope j f Li ion di 

P : ’ ’ : ife, promotion di- 
fi lowing ‘companies to member- Times-Herald, 2nd vice-president, p ’ Women s Wear Daily, New York, n otion staff 18) f p 


sip: Knox Corporation, Thomson,|and Homer Belew, Fort Worth Fashion Monthly as 15 magazines in one, each| rector, and John Dungan, business 


Ga.; Lincoln Lumber Company, | Star-Telegram, secretary. covering one major fashion classi-|manager at Liberty until 1945 
; Oakland, Cal.; Sanford, Inc., Avon >i New Yorx—Arthur Collins, for- fication. The ad offers the first) when he opened his own office as 
; Like, O., and Unit Structures, | Philco Shifts Gillies mer retail advertising manager of 15,000 subscribers, which is the; magazine consultant, business 


, Peshtigo, Wis. the New York Sun, and before first year’s circulation iimit, an manager. 


Joseph H. Gillies, vice - presi- that with the New York Herald introductory charter rate of $18.| Some of the charter subscribers 


r . " . ° 

§ Ad Managers Elect cae die coteinion wise avondent Tribune and Journal-American in The regular subscription rate will|cf Kaleidoscope include execu- 

4 The Texas Advertising Man-|in charge of radio division opera- ‘Me same capacity, plans to start|be $24 per year. tives of Bergdorf Goodman, Nei- 

‘ avers Association has elected Gil-| tions of Phileo Corporation, Phila- Publishing Kaleidoscope, a new) Other officers of the publication | man-Marcus, Saks Fifth Avenue, 

‘ bert Vetters, Corpus Christi Cal-| delphia. ‘monthly magazine for the fashion! include John Moses, formerly in| F. & R. Lazarus & Co., and Mandel 
Brothers. 


Wool Group Plugs Movie 


Universal-International Pictures, 
New York, has arranged a joint 
promotion with the International 
, Wool Secretariat, New York, and 
McCall’s on the forthcoming Kanin 
production, “A Double Life,” fea- 
‘turing Signe Hasso and Ronald 
| Colman. The secretariat and Mc- 
Call’s have assembled a traveling 
fashion show called “Wool Leads 
‘a Double Life,’ which will visit 
‘department stores in 23. cities 
| throughout the country during the 
i next few weeks. 


| 
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ACB Newspaper Research Service 
| brings you every advertisement you 
want to see that is published in daily 


or Sunday newspapers of the United 
figure based on eee: States. 


1946, Maga- With ACB Research Service, you 

: = hee know exactly what is being advertised 

4-line pages oe pr <3 . ship by your dealers; or your competitor’s 

° t. n* . dealers; or the content and extent of 

releases by competitors in national 
advertising. 


ACB Research Services can be ob- 
tained nationwide; by cities grouped’ 
according to population; sales terri- 
tories; or even single towns. Research 
| Services are furnished either in tabu- 
lated reports or tearsheets of adver- 
tisements only. You may take these 
services continuously or periodically. 
ma 


baat net saad ea . él a 1 aa 410, Popular ES — “SS ues _ACB Services are among the most 
has an audience of more than 3.7 MILLION alert, fact-hungry, — a ie . | pa nega pg =. 
ad-reading, male P. M. MINDS—a big, lively, extra-responsive mw : meee paige en il lr ye ; 
market for any product bought by men. This does not include — | you can eal 9 y Poe rag qo 
our two foreign editions—Mecanique Populaire and Mecanica Popular ees E ij | tives ave invited to ‘coal tdi he 
—with their 140,000 combined circulations, because oeeanine 2 re > Se a | catalog. 

en er Oren bs sole ‘separately ame 8 a = ee >. eS 5 


* Began Publication in April, 1946. Los 
s 


April through December linage, 1947 vs. 


z 
ine D has 440- line Pages, all others 22 


Send for Catalog 


Gives details of 12 re- 
search services—covers 
wide range of subjects 


—tells how to estimate 
\ cost suggests many 
applications of informa- 
tion furnished—gives 
names of satisfied users. 


79 Madison Ave., NEW YORK (16) 
538 S. Clark St., CHICAGO (5) 


16 First Street, SAN FRANCISCO (5) 


” Ve | 
- ADVERTISING 


CHECKING BUREAU 
INC. 
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Home-Bound New Yorkers 


UTSTRETCHED hands reaching for New York’s 
favorite evening newspaper. This familiar scene. 
repeated some 700,000 times every weekday, sym- 
bolizes a powerful selling force in the world’s richest 
market. 


: - Journal-American, 


Why? Because the Journal-American is the daily ih i a — 
reading habit of the major share of New York’s eve- 7: ee. 

ning newspaper audience . . . reaching more families 
than the second and third evening papers combined. 


These 700,000 newspapers are read at home where 
they influence the buying preferences of every member 
of the family. 


Second Paper 


Fourth Paper 
23% 


16% 


These 700,000 families represent a cross-section of 
the home market which ranks as the nation’s first in 
income, spendable funds and retail sales. 


Third Paper 
19% 


When a newspaper so effectively combines the quali- 
ties of circulation leadership and family influence. 
it’s sure to rate high in selling power . . . and belongs 
high in your advertising program. 


42 of every 100 New Yorkers who 
YOUR STORY STRIKES HOME IN THE | readametropolitan evening news- 


paper read the Journal-American 
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Ad Agencies, PR Firms 


Twins, but Not Siamese 

To the Editor: In response to 
the article by John H. Crichton in 
your Dec. 15 issue [“Public Rela- 
tions Still Minor Agency Func- 
tion’”’], no advertising agency man 
ever sold his agency to an account 
on the basis that they were the 
best publicists available. 

Advertising agencies and public 
relations firms are twins but not 
Siamese twins. They should sup- 
plement each other, working to- 
ward the same goal, but separately, 
for each are experts in their own 
field. 

We have made the United States 
a nation that deals in experts. We 
have found that consultations of 
these experts provide the best re- 
sults. Let’s not destroy it by be- 


This department is a reader’s forum. Letters are welcome. 


ing greedy. The day of the itin- 
erant writer-publicist-ad man with 
the whisky bottle and the door 
locked until he comes out with 
the “campaign” is over. 

Gallup has his polls—Hooper 
his ratings. Go to Macy’s it’s 
cheaper and costumes come from 
Brooks. Every man has some- 
thing he can do best. 

Without advising my firm, one| 
of our clients launched a new) 
product without one line of ad-/| 
vertising. Unable to evaluate the | 
clippings we had been sending 
them other than by yardstick, 
they decided to bring out their | 
next product that way sit | 
back for three weeks and if no 


| agents. ‘ 
Putting out a product selling 


for $50 in a field where $5 was 
expensive, they expected the 
worst. 

They sold 80,000 of them 
three weeks. 

It wasn’t until then that they 


in 


|really became a client. 


This doesn’t prove that sales can 
result from publicity alone, but it 
did answer why we considered 
opening an advertising depart- 
ment as a subhead to our pub- 
licity services. 

Advertising agencies which 
jeopardize that 15% by undertak- 
ing highly specialized jobs lke 
public relations campaigns are not 


ners or" 


Servel, Ino 


Deer Sirs 


And ell of us 


sales resulted from the work done |acting on sound business prin- | 


by us alone, they would join the) 
ranks of those few firms who call | 


ciples. 


It puts the burden of millions | 
themselves “burned” by _ press!of dollars’ worth of billing in the} 


MASS PRODUCTION—A young lady 
poetry production problem by turning out verse on an assembly line basis, makes 
a lively, but now presumably unsuccessful bid, for the title of poet laureate of 


American 


Evanevi lie 20, 


I'm eittin' down here on =; 
And leavin’ the cow while 
Olé Bessy is ewitchin’ her tall ous she's med-~ 
But Bessey don’ 
That cow doesn't dream I sin't one of her i lk-- 
That she's got & poet down here equirtin’ milk. 


1 lesrned me to type and I learned me to spell 
So's I could get rich with the pomes I would sell. 
My typin’ meohine I keep hid in the hey, 

If Granny should find it Lord knows what she'e esy. 
Wy Kinfolk don't Guess at the rhynes I heve wrote 
While ewilling the pig and while feeding the gost. 


Se're prow! of thie ten-sere plese which we own 


AIR CONDITIONING & REFRIGERATION NEWS, AUGUST 25, 1847 


Uf Granny should find it, Lord knows My Granny thinks farmin’ and herd 


work are swell 
Lbs 4 And shirkers and ports will all 


5 » Nedreske 
June 25, 1947 


Indians 


milk pail at home 
type you this pone. 


% know thet I just reed your ed! 


(who's human like me 


live on our ten-sere piece. 


in Elmwood, Neb., having solved the 


business. 


* 
* 


MANUFACTURERS, if they are to survive 


competition, must be continually alert to the de- 
velopment of new production methods and processes. 


The electrotype and mat industries are in such a 
category. It was research that provided improve- 
ment in electrotype moulding operations. Impres- 
sion lead, tenaplate and vinylite were each thor- 
oughly tested before adoption. Mats, likewise, had 
the benefit of research. The early ones were lami- 
nated and rolled. Then followed the improved fabri- 
cated mat, while today the direct pressure coated 
mat is “‘tops’’. 

It is a source of pride with P & A that it has 
always kept abreast of the times. Perhaps this is 
one of the reasons it rates high in leadership— 
serving agencies, local and national advertisers with 
their electrotype and mat needs. 


PARTRIDGE & ANDERSON COMPANY 


ELECTROTYPERS + NICKELTYPERS « 


‘MATRIX MAKERS « 


STEREOTY PERS 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
TELEPHONE: HARRISON 3732 


| 


hands of a staff relegated to sec- 
ond place by the very nature of 
their business and the name “ad- 
vertising.”’ These unfortunates are 
misfits in their own business. If 
this was not true, ad agencies 
would become publicity firms. 

On the day that the head of an 
lad agency calls himself a “pub- 
llicist” I'll believe otherwise. 

My firm works very happily 
with advertising agencies which 
|have and those which have not 
their own publicity departments. 
We represent firms which do and 
do not have advertising agencies. 
There are too many accounts in 
the country for us. But if we were 
to solicit business from ad agen- 
cies, I would suggest that they 
employ outside recognized public 
relations and publicity firms just 
as they buy space in periodicals 
or air time—on a fee basis. Then 
if something goes wrong—for fear 
of that makes agency publicists 
ineffectual—blame the experts. 

No great ad firm yet has called 


itself expert in both fields and 
gets or keeps accounts on that 
basis alone. No great publicity 


firm wants to. 
W. Ware Lyncu, 
President, Russell Birdwell & 
Associates, New York. 


> ae 


‘Amends Statement 
in AA Tax Story 


To the Editor: We were much 
|interested in the “Taxation and 
Agency Careers” article by Mr. 
Crain in your Dec. 22, 1947, issue. 
In your explanation of the retire- 
ment fund you point out that the 
executive would only have to pay 
a 25% capital gains tax at the 
time of his retirement. This ap- 
plies only if he receives his ac- 
cumulated credits in a lump sum 
and in most cases his taxes will be 
lower if he is paid a retirement 
income on a monthly basis. 

Enclosed is a booklet on ‘Taxes 
and Profit-Sharing Plans,” copies 
of which we will be glad to fur- 
nish any of your interested read- 
ers without charge. 

CHARLES D. SPENCER, 

Editor, Employee Benefit Plan 

Review, Chicago. 


- 


Commercial Poet 

To the Editor: Frazier Nounnan 
and I got quite a bang out of an 
article appearing on Page 24 of 
the Dec. 29 issue of ADVERTISING 
AGE titled “‘Talent Wins a Prize.” 
Miss Fitch of Elmwood, Neb., is a 
very enterprising young lady for 
a farmerette, to say nothing of be- 
ing able to whip up some pretty 
clever poems and jingles. 

However, it would be interest- 
ing to learn whether she has gone 
into some sort of syndicated op- 
eration. We noticed that she man- 
aged to wangle a pair of Paradise 


|shoes out of the deal. 
| We have some interesting cor- 
‘respondence forwarded to us by 
‘our client, the Lane Company, 
|Ine., of Altavista, Va. It seems 
|that the expeditious Miss Fitch 
‘sent them the same poem she sent 
to the Paradise people with the 
exception that Lane chests were 
mentioned instead of Paradise 
shoes. She did pretty well be- 
cause the Lane Company told he 
to select the hope chest of her 
choice, and when she did, prompt- 
ly sent one to her. As in the cas¢ 
of Paradise she also sent them a 
short eight-line poem about Lane 
chests which they had her nota- 
rize and may possibly use. If the 
young lady engineered this poetic 
scheme on any kind of a large 
jbasis it is possible that by this 
time she is knee deep in hom: 
freezers, refrigerators and wash- 
ing machines and what have you 
It would be interesting to learn 
more about it. In any event | 
thought you would find this infor- 
mation both amusing and _inter- 
esting. 
ARTHUR M. SEMONES, 
Secretary, Henri, Hurst & 
McDonald, Inc., Chicago. 


To the Editor: I have _ noted 
with a great deal of interest your 
letter to the editor entitled ‘“Tal- 
ent Wins a Prize,” in the Dec. 29 
issue of ADVERTISING AGE. 

Evidently, the young lady has 
only one poem with variations 
Attached is one variation which 
appeared in the Aug. 25 issue of 
Air Conditioning & Refrigeration 
News, and also attached is a type- 
written copy received from the 
same author by the writer. on 
June 23, 1947. 

Puitip A. Brown, 

Assistant Advertising Man- 

ager, Servel, Inc., Evansville, 

Ind. 

P.S. She didn’t get a new r- 
frigerator. 

| Editor’s Note: Did any one else 
get a poetic appeal from Miss 
Ahlene Fitch of Elmwood, Neb 


mee ee 
Picks Up the Polka 
To the Editor: Attached fi d 
tear sheet of clearance ad run !I-- 


cently by our Vogue Dress Shp 


using, for a first, we believe, 4 
variation of the lines from Arth:! 
Godfrey’s “Too Fat Polka,” whi 
now is the anthem here, too. 
M. P. WALDMAN, 
The Fair Store, Liberty, Tex 
[The ad starts off with “Y: 
can have ’em, we don’t want ’e 
they’re too many for us.”’} 
7 ey 2 


Flour Sacks Then—Now 


To the Editor: This week whi 
rummaging through our files f 
house cleaning purposes, prepar: 
tory to our moving to a new loc: 
tion, the enclosed picture was di 
covered which we believe wou 
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OLD LOOK-NEW LOOK—King Midas Flour Mills files turned up this old pic- 
ture of flour-sack clothes. The current Ye shows the “colorful cotton prints” now 
available. 


be of interest to your publication. |a start. 


This picture proved to be quite; Any young man who enters the 
interesting to us in view of the 


business isn’t worth his salt for a 
period of six months to a year, 
even though he may have com- 
pleted a course in advertising at 
some university. 

We need young fellows in this 
business, and any one of them 
who is willing to start, say, half 
way up the ladder and bring 
something to his job other than a 
desire to wear $50 hand painted 
ties, can find a berth in this busi- 
ness. In fact, I have an opening 
for such a young man at this mo- 
ment. 

ORVILLE E. REED, 


Howell, Mich. 


yo 2 


Claim Holds; ‘Biggest 
in Ad Trade Press’ 


To the Editor: A copy of your 
publication’s Oct. 27 issue has just 
come to my attention. In it is 
shown a picture of officials of the 
Wall Street Journal signing for 
the splendid 48-page advertise- 
ment in that issue. 


The caption states that the 


“Journal believes it to be the larg- 

est single advertisement ever pub- 

lished in the advertising press.” 
It is nearly the biggest, but not 


York placed an advertisement 
some 60 pages in size in Linn’s 
Weekly Stamp News, published in 


sioned by this insertion required 
a three section issue of the weekly 
tabloid size philatelists’ news- 
paper. Copy was devoted to Gim- 


quite. Last fall, Gimbels of New |bels’ stamp department. 


Has any other reader seen or 


heard of a larger insertion? 


J. R. BURNSIDE, 


Sidney, O. The extra space occa- | 


Bozell & Jacobs, Omaha, Neb. 


’ lp 
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“ROD, 
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<5 7 
“PHOTO-MATIC Co, 


Fine Arts Bldg. CHICAGO S, ILL. 


cp 


% % 


421 So. Wabash Ave. 
Phone HARrison 2770 


Genuine photographs manufac- 
tured in quantity at little 
Oe, more than letter-press in 
any size .. . get full 
particulars from 


fact that our advertising campaign 
this year had as its theme, “Sew 
and Save While Enjoying Better 
Baking With King Midas Flour.” 
At the time, we believed this cam- 
paign featuring the new cotton 
print slacks which King Midas is 
now packed in, to be a new ap- 
proach. 

However, when we saw this) 
picture which no one here has 
been able to date, we realize that 
King Midas Flour sacks have evi- 
dently been used for years for the | 
same purpose which we are now | 
promoting. But with all the talk | 
about the new “look” at the pres- 
ent time, we do think that our. 
present day “look” is much more | 
appealing than the old. 

CLAYTON Lisy, 

Advertising Manager, King \ 

Midas Flour Mills, Minne- | \ 

apolis. ‘\ 


i. Be 
Says Ad Business Is 
Over-Glamorized 

To the Editor: After reading 
David E. Fisher’s letter in your 
publication recently, I am more \ 
convinced than ever that young \ 
men who want to get into the ad- 
vertising business by starting at 
the bottom are a “‘vanishing race.” 

I have made frequent attempts 
to interest young advertising as- 
pirants in coming in with me and 
learning the business from the 
ground up. 

Most of these young fellows can 
go but a few miles away from 
Howell (in the center of the auto- 
mobile industrial area) and make 
from $75 to $100 a week in an 
automotive plant. At least, they 
could during the war. 

I find that the young men who 
want to get into advertising today 
want to start at the top. The 
business has been over-glamor- 
ized by such books as “The Huck- | 
sters.” The movies have depicted | 
advertising men as wearing $200 | 
suits, and using wine, women and 
song very freely in obtaining new | 
business. | 

The result is that the young 
chap who thinks he wants to get | 
into advertising really is thinking | 
out the glamor of the business, | 
ther than about the hard work | 
‘hich all of us in it know it takes. | 

In the past five years I have} 
lid three of these young fellows | 
id each of them “petered”’ out | 
a few months when they found | 
at stringing words together in 
Sich a way that they will sell 
nerchandise is downright hard 
Vv ork. 
. I started in the advertising 
'asiness in New York City in 
1119, filing magazines and news- 

pers in the media department 
© a small agency, and my weekly | 
tke was $13. 

I agree that advertising is a 
© osed corporation as far as pay- 
1 g new copywriters top salary as 
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® MORE ADVERTISERS 
USED MORE SPACE IN 
FIELD & STREAM IN 1947, 
AND FOR THE PAST 37 
YEARS, THAN IN ANY 
OTHER SPORTSMAN'’S 
MAGAZINE 


eet eeeeet 
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Any way you 


Measure 


it 


* Field & Stream is 
America’s Number One 

Sportsman’s 
Magazine! 


SUH EAANEA UT ew Aue Entrees 
carter! Yer av AGH ABBR Ee we 


ADVERTISING LEADERSHIP 


Field & Stream provides advertisers 
with the direct avenue of approach to 
the minds (and pocketbooks) of top- 
flight sportsmen. Advertisers place 
more linage in Field & Stream than in 
any other magazine in the sportsman’s 
field. Field & Stream advertisers know 
from experience that this magazine 
produces sales. 


Because it does a little more and 
does it a little better, Field & Stream 
has always been Number One on most 
advertisers’ lists. It has maintained ad- 
vertising leadership in the sportsman’s 
field every year for the entire 37 years 
of its life. That’s progressive publish- 
ing! 


Top-flight sportsmen read Field & 
Stream carefully because it gives them 
what they want. Leading advertisers 
prefer Field & Stream because it gives 
them what they want—a_ responsive 
audience and sales results. That's pro- 
gressive publishing! 


Field & Stream’s advertising leader- 
ship is the result of the most progres- 
sive publishing vision in the sports- 
man’s magazine field! 


In addition to advertising leader- 
ship, Field & Stream can be measured 
by many other yardsticks —cir- 
culation...editorial content... 
dealer influence . . . income of 
subscribers . . . reader desire 
studies ... reader service... 
reader response... publishing 
leadership... editorial staff. .. 
prestige ... sales results. 


the 
point-of-sale 
for 
600,000 
top-flight 


sportsmen ! 
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KFEL Purchases Farm 


Station KFEL, Denver, has pur- 
chased a 160-acre experimental 
farm, 14 miles from Denver, 
which will be used to provide “in- 
spiration” for Gus Swanson, the 
KFEL farm reporter. The station 
also has leased additional office 
space in the Albany Hotel. 


Joins Stewart-Warner 


Cc. W. Grange, formerly vice- 
president and editorial director 
of Harry Coleman Company, Chi- 
cago public relations and pub- 
licity counselor, has been ap- 
pointed director of public rela- 
tions of Stewart-Warner Corpora- 
tion, Chicago. 


#540 N. MICHIGAN AVE. #185 N. WABASH AVE. 2410 N. MICHIGAN AVE. x11! E. DELAWARE ST, advertising, appeared in the Chi-'|tion of the Simmons showrooms | 
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Ad Continuity 
Vital, Simmons 


Tells the Trade 


Electric Blanket 
_ Seen as Major New 
| Sales Stimulant 
| 


Cuicaco—The creation of mass 
‘demand is a continuing effort, 
\says the Simmons Company, and 
that is why it is maintaining its 
| advertising in the face of demand 
'for its products which is greater 
|than the supply. 
| A full-page advertisement, ex- 
|plaining its philosophy of market 
| development, mass production and 


cago Tribune Jan. 6, at the open- 
|ing of the furniture market. It 
|was intended primarily for the 
|thousands of retail merchants at- 
| tending the show, but it had im- 
portant implications for the pub- 
‘lic as well. 
| Many retailers, whose use of 
|advertising is largely for immedi- 
ate business, have been embar- 
rassed because of national adver- 
tising of products which are in 
{short supply. The advertisement, 
devoted to “The American Bed- 
room,” and showing how the pio- 
neering of Simmons in the field of 
quality sleeping equipment has 
created a demand for all the ac- 
cessories needed for more com- 
fortable and luxurious bedrooms, 
told why continuous advertising, 
regardless of current conditions of 
| supply, is necessary to build and 
|maintain markets. 

Displayed in the advertising sec- 
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iN TOP PL 


HIRTY SIX 


CONSECUTIVE 


SALES MANAGEMENT'S authoritative “Index of Retail 
Sales and Services” has ranked Tacoma first among Wash- 
ington State metropolitan areas for 36 consecutive months 
—the city with the greatest ratio of retail sales gain over the 
corresponding month of 1939. And through all this time. 


ACE FOR 


MONTHS 


and Here’s Why! 


You MUST cover Tacoma effectively if you 
hope to do a job in the important Puget 
Sound region. And you cover Tacoma 
ONLY with the leading local paper. These 
Tacomo—Pierce County “home coverage” 
Percentages tell the story! 


TACOMA NEWS TRIBUNE . 
Second Tacoma Paper 
Seattle Morning Paper 


79%, 
31% 
10°, 
" r 44 
Seattle Evening Paper 4% 


(Figures based on ratio of circulation to number 
of homes. Circulation, A.B.C. Audit 3-31-47) 


Tacoma has been not only a High Spot City— but a “Pre- 


ferred City of the Month” as well. Tacoma is a market which 
deserves — and DEMANDS — your concentrated attention! 


Z0MA 


News Tribune 


Now Delivering More Than 60,000 Daily 


The 
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\in the Merchandise Mart is , 
‘blow-up of a message to 'the trad. 
‘signed by G. D. Wrightson, vice- 
/president in charge of sales. He 
| said: 

“We in the Simmons Compan, 
realize that our constant nation: | 
‘advertising campaigns are creat- 
ing a demand for our merchandise 
that cannot always be satisfied « 
the present time. 

“We started to advertise years 
|ago because we wanted to build a 
mass demand for high quality 
sleeping equipment. Mass demand 
brought on mass production, and 
the public and our dealers bene- 
fited. But the creation of mass 
demand involves constant adver- 
tising, year after year and month 
‘after month. That is why we are 
continuing our advertising at this 
time. 

“When supply and demand be- 
/come better balanced, we know 
that today’s advertising will con- 
tinue to pay dividends for you, 
jand that Simmons will be more 
than ever the greatest name in 


sleep. 
_ “Pp. §S. Don’t forget, too, that 
every Simmons _ advertisement 


helps every Simmons product.” 


How Viewpoints Changed 


| The newspaper ad, which will 
‘appear later in the business pa- 
pers serving the merchants 
through whom Simmons products 
are distributed, told the story of 
the contrast between the cheerless, 
strictly utilitarian bedroom of the 
past and the modern, comfortable 
sleeping quarters enjoyed in 
/American homes today, emphasiz- 
ing that the _ introduction of 
Beautyrest, a superior product, 
completely changed the public's 
attitude toward the bedroom. 
| “Qut went the iron bedsteads, 
‘the ugly walls, the austerity,” the 
‘copy says. “In came handsome, 
‘colorful headboards, beautiful 
draperies, smartly styled boudoir 
\chairs, dressing tables—even 
‘heated’ blankets controlled 
through the modern miracle of 
/electronics—all blending into 
rooms of beauty, charm and love- 
liness. 

“And who can _ afford 
lovely luxuries? Not the 
alone, but the many. 


Continuous Advertising Helps All! 


“For the consistent, year-in, 
year-out national advertising pol- 
icy of Simmons has created mass 
demand for finer bedding. And, 
as always, mass demand has 
brought mass production, with its 
resultant benefits. 

“(Incidentally, this creation of 
mass demand is a continuing ef- 
fort. That is why you never see 
'a month go by without Simmons 
advertising.)” 

John W. Hubbell, director ot! 
advertising and marketing of the 
Simmons Company, pointed ou! 
that in addition to protecting it: 
consumer franchise through con- 
tinuous advertising, the compan) 
is helping merchants and manu- 
'facturers broaden their market: 
through increased demand fo 
/many products used in moder! 
bedrooms which Simmons doe 
not make, such as furniture an 
draperies. 

The “American Bedroom” ad 
vertisement was prepared by th 
Simmons agency, Young & Rubi 
cam. It does not indicate an in 
stitutional campaign on the subjec 
of advertising policies, but wa 
created for special use at th 
furniture show and primarily fo! 
effect on the trade. 


SEES MASS MARKET 
FOR ELECTRIC BLANKETS 
CuHICAGO—With the initiation 0! 
a new 10-night free trial of the 
Simmons electronic blanket, plus 
maintenance of color advertising 
in a long list of magazines, the 
Simmons Company is pointing to- 
ward further development of a 
mass market for this type of prod- 
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TEN-DAY TRIAL OFFER 


@N THE NATIONALLY -PAMOES 


SIMMONS ELEETROVIE BLAVABT 
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FREE TRIAL—That's the offer made by 

Jones department store, Kansas City, 

for the Simmons electronic blanket, in 

this recent newspaper ad. Simmons 

agrees to accept any returns after the 
10-day trial. 


uct. 

Only 55,000 electrically heated 
blankets were sold before the 
war, but 200,000 were marketed 
by the industry in 1947, and Sim- 
mons spokesmen believe _ that 
total sales will hit the 350,000- 
mark in 1948. They believe that 
every home wired for electricity 
is a prospect, since tests have 
shown that better sleep is im- 
portant to people in all income 
levels, and all types of buyers 


have been represented in the sales 
already made. | 

In addition, it is pointed out, | 
the electronic blanket takes the) 
place of three ordinary blankets, | 
the cost of which approximates | 
$35, so that the $44.50 price of the | 
Simmons, plus federal excise tax, | 


| 


is not far out of line. | 


Plan Used Nationally | 


The company has just adopted | 
the free-trial offer, to make it 
easier for women to experience 
the benefits of electrically heated 
blankets, and is underwriting the 
plan, so that returned goods re-| 
vert to the manufacturer. The | 
company is supplying mats of ad- | 
vertisements to dealers, and the | 
latter pay the cost of the space. | 
Early reports indicate that the 
plan will be highly successful. It 
is being used nationally, and not 
on a test basis. 

One of the earliest ads run was 
that of the Jones department store 
of Kansas City, which appeared 
in the Kansas City Star Jan. 8. 

“Jones and Simmons feel confi- 
dent,” the copy said, “that you 
will enjoy the Simmons electronic | 
blanket to the utmost—so confi- | 
dent, in fact, that you may buy | 
one, use it for 10 nights, and if 
you are not completely satisfied, 
return it. Your money will be re- 
funded and there will be no fur- 
ther obligation. Try one tomor- 
row night—see for yourself!” 

Simmons has a capacity of 1,500 
blankets a day at its Peterboro, 
Va., plant, and recently has been 
running at the rate of 1,400 a 
day, so that retail outlets are well | 
Supplied. 


Others on the Market 


Besides Simmons, G-E and Wes- | 
ighouse, who have done most 
the pioneering, a number of | 
other manufacturers have electric | 
inkets on the market. They in- 
ide Landers, Frary & Clark, 
whose product is marketed under | 
“he name of Universal; Marshall 
Feld & Co., which has put out 


F eldcrest during the past year; | 


Lyons Mfg. Company, Dayton, 
\ th its Wondercover, and Sears, 
Roebuck & Co., whose trade name 


is Kenmore. 
Company, Toledo, 
a blanket trademarked “Everhot,” 
and it is reported that Procter 


Swartzbaugh Mfg. 


Electric Company, Philadelphia, 
will be a new entry in this field 
before long. 

Commonwealth Edison Com- 
pany, Chicago, which is using 
house-to-house salesmen for ap- 
pliances -using current at off-peak 


hours, is finding a demand for the. 


blanket even in cold water flat 
neighborhoods, indicating again 
that the product will sell to low | 
incomes as well as high. 

The electric blanket is believed | 
to be in the same stage of market | 


is putting out) 


|development as electric refriger- 
ators were three or four years after 
introduction. With many makers 
/pushing the idea, merchandising 
men believe the 1948 goal of 350,- 
000 sales, representing a retail 
value of nearly $15,500,000, is well 
/within reach. 

The leading manufacturers are 
fair trading electric blankets. 


To Strauchen & McKim 

Lip-Guide Company, Cincin- 
|nati, has placec its advertising 
‘with Strauchen & McKim Adver- 
|tising, Cincinnati. Newspapers 
|}and magazines will be used. 


|American Airlines, 


‘Esquire’ Names Miller 


Francis D. Miller, formerly di- | 


rector of the sales division of 
in charge of 
passenger and cargo sales depart- 
ments, has been appointed east- 
ern advertising manager of Es- 


Schnacke Boosts Thomas 


T. G. Thomas, division manager, 
has been appointed sales manager 


|of the refrigeration equipment di- 


vision of Schnacke, Inc., Evans- 
ville, Ind., succeeding Eddy Miller, 
who has resigned to go into busi- 
ness for himself. 


Cnyicago 


quire, New York. 
IN fe OF 200,000 


nefe ABC MEMBERSHIP 


GEORGE T. HOPEWELL, 


Mo 


EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


Gives you a better value, dollar 
for dollar, than any other medium 
in this highly important field. 


Last year, 305 different products went after the 
$926 ,000,000 Herald Tribune families spent on food, 

through advertising in the Herald Tribune. They knew 

they could win preference in the tough New York market if they 
could win preference with Herald Tribune families. 


This is sound reasoning, for Herald Tribune families—spending 
40°%, more for food used at home than the average family in the 
market—are the kind whose patronage very well can start a brand 
on the road to success. 


The Herald Tribune Continuing Home Study is proof. In every one 
of its editions (the fifth has just been completed) the brands 

that do a consistent, continuous job of influencing the buying 

of Herald Tribune families, are consistently among the leaders. 
The story is contained in a booklet you can use as a guide to 
greater returns from grocery product advertising. It summarizes 
the standings among brands of 44 kinds of grocery products. 

It reveals the shopping habits and weekly food expenditures of 
Herald Tribune families. For your copy, address: 
New York Herald Tribune, Research 

Dept. R, 230 West 41st Street, 

New York 18, N. Y. 


Herald <eze Tribune 
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ARE NOW COMBINED 


[{VENTS during the last few weeks have 
4 

demongtrated that a line can no longer be 
drawn between the news of national and 


the news of international affairs. 


A four-year program of world recovery — 
the Marshall Plan—estimated to cost Amer- 
ica seventeen billion dollars has just been 
recommended to Congress by the President 
of the United States. 


Whether adopted as the President proposes 
or in modified form, the Plan marks the 
beginning of a new epoch in America’s eco- 
nomic history. It will have long-range effects 
on the whole future of world trade. It means 
a new responsibility in reporting and ana- 
lyzing the news of both national and inter- 


national affairs. 


Americans will want to be informed en 
what happens to these billions — what the 
various governments do with the money and 
what the peoples themselves do to bring 
about recovery. 


Today the cost of living in the United States 
is dependent to no small extent on Euro- 
pean harvests and European needs. Steel 
and other commodities in short supply may 
soon be allocated to American users because 
of the requirements of the world recovery 
program. 


National defense now costs 10 billion dol- 
lars a year. This is twice the amount of all 
revenues collected by our government in 
1939. Defense costs are related to what Rus- 
sia will do—to what happens to world peace. 
National and international affairs are truly 
inseparable. 


For the last 15 years, the United States News 
has devoted its entire attention to reporting, 
interpreting and forecasting each week the 
news of national affairs— the news of the 


economic life of our country. 


National factors have dominated the course 
of business and industry, agriculture and 
labor, inflation and deflation, prosperity 
and depression. 


International factors as well now affect busi- 
ness and individual planning. 


The United States News, founded in 1933, 
has been the only weekly newsmagazine de- 


voted entirely to national affairs. 


World Report, founded May 1946, has been 
the only weekly newsmagazine devoted en- 
tirely to international affairs. 


The United States News by November 1947 
had already exceeded the circulation figure 
of 300,000 guaranteed for 1948. 


World Report in 18 months has achieved a 
circulation inside the United States of 
125,000 — a phenomenal record in the his- 
tory of news magazines. 


Already 25,000 persons subscribe to both 
magazines. Test surveys, recently completed, 
show conclusively that the other readers of 
each magazine would like to get the news 
of both national and international affairs. 


To fulfill the needs of the readers of each 
magazine, the two publications have been 
merged — effective with the issue to be de- 
livered next week. 


Subscribers to each magazine now will get 


all the national news which the United 


States News presents every week plus all 
the regular features of World Report — a 
bigger and better magazine for both groups 
of readers. 


Writers of experience, stationed by World 
Report throughout the world, wil: serve the 
enlarged magazine. Bureaus to assemble the 
news from different regions have been es- 


tablished and are now operating in London, 


_ounciny US. News and|\\ 
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World Report 


INTO ONE MAGAZINE 


Paris, Rome, Berlin, Tokyo, Buenos Aires, 
and Mexico City. 


U. S. News-World Report is different from 
any other weekly magazine. The mass news- 
weeklies devote only a portion of their con- 
tents to national and international affairs 
for naturally they must include other de- 
partments of news such as sports, music, 
theatre, cinema, science, etc. U. S. News- 
World Report devotes 100 percent of its con- 
tents to national and international affairs. 


U.S. News-World Report is different in an- 
other respect. It does not offer summaries 
or reviews of what has already appeared in 
the press but analyzes the meaning of the 
news as it happens, relating it to business 
and individual planning. 


Advertisers placing their 1948 schedules in 
U.S. News-World Report will be addressing 
leaders in business and industry and finance, 
leaders in trade associations, leaders in labor 
and farm organizations, leaders in the pro- 
fessions, leaders in civic affairs and com- 
munity life —the public-opinion forming 
groups of America. 


Here is America’s most alert-minded audi- 
ence — the top in intelligence, the top in 
influence, and the top in buying power. 


Here is the cream of the readers of Amer- 
ica’s news magazines. 


THE No. 1 ADVERTISING MEDIUM FOR... 


* Public Opinion Advertising 

» Corporate Purchase Advertising 

% Class Consumer Advertising 

x Media Advertising 

» Transportation Advertising 

» Financial and Investment Advertising 
» International Market Advertising 


* Institutional and Prestige Advertising 


Later this year an increase in guaranteed 
circulation and in advertising rates will be 
announced. Meanwhile, a substantial in- 
crease in circulation above the present 
300,000 guarantee of the U. S. News will be 
available to advertisers who contract for 


schedules for the year 1948. 


U.S. News-World Report 


The weekly newsmagazine of national and international affairs 


Published by 


United States News Publishing Corporation 
U.S. News Building — 24th and N Streets, N.W. 
Washington 7, D.C. 
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Two Name Richardson 


Clark Richardson Agency, Ta- 
coma, Wash., has been appointed 
to handle the advertising of the 
Tro-Rac division of Wise Prod- 
ucts, Inc., manufacturer of com- 
mercial and sports fishing equip- 
ment, and Red Spot Electric Com- 
pany, manufacturer of Red Spot 
electric water heaters. 


Eversharp to McCann 


Eversharp Ltd., British Isles 
subsidiary of Eversharp, Inc., Chi- 
cago, has appointed McCann- 
Erickson’s London office to handle 
the advertising of pens and Re-| 
peater penciis in Great Britain: | 
The agency already handles Ever- | 
sharp advertising in Latin Amer- 
ica and other foreign fields. 


FREE inte of your ads 
with LIFE-like 


Print plan at low cost. 
Write for new FREE 
proofs No. 108. No obliga- 
tions. TCHERS., 
10 EB 88 &t., N. Y. C. 16 


Enjay Enters Ad 
Arena with Butyl 
Magazine Drive 


| and it licenses other companies 
interested in its manufacture. En- 
jay Company neither makes nor 
sells butyl, but acts as a technical 
‘consultant to the government and 


/manufacturers. The company has 


New Yorx—Enjay Company, a/Worked diligently to keep war- 


subsidiary of Standard Oil Com- 
pany of New Jersey, recently 
started a magazine campaign for 
butyl, stressing the synthetic rub- 
ber’s wide range of usefulness. 
Copy will run in Collier’s, Life 
and The Saturday Evening Post, 
continuing for the next few 
months, and possibly for the en- 


tire year. It is the first consumer 
advertising, both for butyl, and 
for Enjay. 


First copy showed a butyl in- 
ner tube, and emphasized butyl’s 
advantages over natural rubber. 
Later ads will illustrate other uses, 
but primary attention will be 
given to butyl tubes. Standard 
Oil spokesmen said that nearly all 
new automobiles are equipped 
with butyl tubes. 

Butyl was developed by Stand- 
ard Oil Development Company, 


\time synthetic rubber operations 
| active in the postwar period. 
_ McCann-Erickson is the agency. 


G-E Appoints Basford 


| G. M. Basford Company, New 
| York, has been named to direct 
\the advertising of the farm in- 
dustry division, apparatus depart- 
ment, of General Electric Com- 
|pany. The public relations divi- 
| sion of the agency has been moved 
from the Lincoln building to 
larger space at 5705 Empire State 
building. 


KVOS Advances Miller 


Ralph Miller, general manager 
of Station KVOS, Bellingham, 
Wash., has been elected a director 
and vice-president of the station. 
He succeeds James W. Wallace, 
'who has become general manager 
‘of Station KPQ, Wenatchee, Wash. 
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CAPPER’S WEEKLY 


Cl aes oe - 


KA ... 912 Kansas Avenue... KANSAS | 


Brigadier General David Sarnoff, president and chairman of 
RCA, has announced that with the unification of the armed forces, 
the Army Signal Association has been reconstituted as the Armed 
Forces Communications Association. Gen. Sarnoff will continue as 
president of the new organization... 

“Spot service in 28 other markets” was demonstrated for Oak- 
leigh Jr., 16-year-old son of Oakleigh R. French, St. Louis agency 
head and mg. dir. of the National Advertising Agency Network. The 
young man’s wish for a personally inscribed autograph of Jane 
Russell was relayed to Lee Ringer, Los Angeles member of the 
agency net, and the autograph, framed, arrived on Christmas morn- 
ing. Oakleigh Jr. was so impressed that he plans to make adver- 
tising his career. . . 

Lionel F. Baxter, mgr. of operations of Station WAPI, Birming- 
ham, Ala., has had conferred upon him by the Pope the “signal 
honor and medal of Knight of 
the Order of St. Gregory.” He’s 
the youngest layman in the dio- 
cese of Mobile to be so honored. 
. . I. R. Lounsberry, pres. of the 
WGR Broadcasting Corp., is the 
new president of the Gyro Club 
of Buffalo. . . 

Amon Carter Jr., Fort Worth 
Star-Telegram treas. and an 
avid stamp collector, received a 
Christmas card bearing an 1869 
postage stamp from a dealer... 
Lawrence Fertig, head of the 
New York agency bearing his 
name, is the author of a series 
of weekly articles appearing on 
the Monday business page of 
the New York World-Telegram 
and other Scripps-Howard pa- 
pers... 

Paul Swimmler, sales repre- 


RECEIVES rma = penny of 
Agriculture Clinton P. Anderson (left), 


sentative of WCOP, Boston, and 
Mrs. Swimmler are parents of 
a fourth son, James Ralph... 
Harry LeBrun, station mgr. of 
WCCC, Hartford, is boasting 
about a new daughter. . 
Carl C. Webb, mgr. of the Ore- 
gon Newspaper Publishers As- 
sociation, Eugene, Ore., and 
Mrs. Webb have adopted an 


. And, 


presents Leonard Dreyfuss, president of 
United Advertising Corp., Newark, N. 
J., with a citation for his outstanding 
work as chairman of the governor's 
food conservation committee in New 
Jersey. Since his appointment to this 
committee, its name has been changed 
to the governor's conservation commit- 
tee and Mr. Dreyfuss has been given 


\ additional task of aiding fuel con- 


servation. 


eight-months-old girl named Shirley Marie. . . 

John Torrance, who is retiring as business manager of the Herald, 
Lethbridge, Alberta, after 40 years’ service, will move to Toronto. .. 
Jack Hybarger, of Leonard Bros. department store, Fort Worth, 
will enjoy a week’s elk and deer hunt in Colorado next fall as the 
guest of J. G. Taylor Spink, gen’l mgr. of The Sporting Goods 
Dealer, St. Louis. In addition, he will receive the $250 offered by 
Sports Afield for the best display incorporating that publication 
during the observance of National Hunters’ Month... 

Craig Lawrence, gen’! mgr. of WCOP, Boston, has added another 
to his many outside jobs. He’s been appointed a member of the 
advisory committee of the northwestern regional office of the Nat’! 
Conference of Christians and Jews. . . 

Leonard N. Simons and Lawrence J. Michelson, the Detroit 
agency team of Simons-Michelson Co., get a chapter called “Leonard 
and Larry” in a book called “Two Heads are Better,” written by 
George Stark, Detroit News columnist, and his wife, Anne Camp- 
bell, News staff poet. . . 

Fred Smith, co-founder and member of the editorial board of 
United Nations World, has written a helpful little booklet called 
“How to Think About the United Nations,’ which gives a lot of 
information aimed at clarifying the average citizen’s understanding 
of the UN. Published by The Graphics Group, Whitestone, N. Y... 

Tracy, Kent & Co., New York agency, celebrated its 25th anni- 
versary a few days ago, and Pres. Frank S. Kent reported happily 
that billings from the agency’s 40 clients are at an all-time peak. 
. . Frank Westcott, ad. dir. of the Gary Post-Tribune, is proud as 
punch of Mrs. Westcott’s success as a painter in oils. Taking up 
landscape painting suddenly six or seven years ago, without so 
much as a previous notion about’ paint brushes, Mrs. Westcott made 
the Hoosier Salon her first year out and sold over $1,600 of can- 
vasses last year... 

James W. Fishel, vice-president and a partner of Jasper, Lynch 
& Fishel, New York, is engaged to Edith Janet Rubin, publicity 
director of Botsford, Constantine & Gardner, New York. . . George 
Giese, vice-president and account executive of McCann-Ericks), 
New York, returned to New York recently from a two months’ t'P 
to Latin America, where he visited 10 of the agency’s branch 
offices. . . 

Vic Gies, director of sales and advertising of Mars, Inc., ha‘ 
red face at a luncheon given by his company not long ago, when 
he couldn’t answer one of the famous thought-twister questi 
usually asked contestants on his company’s NBC “Dr. I. Q.” pro- 
gram... 

Jill Warren of Newell-Emmett Company, New York, was ma'- 
ried recently to Dr. Sidney Greenberg of New York... And an ! 
pending Newell-Emmett hookup involves John Bradley, of tie 
agency, and Evelyn David of Montclair, N. J... Julius Holl, a 
of Link-Belt Co., Chicago, is now recuperating at his home follow - 
ing an operation, and expects to be able to return to his duti’s 
early next month... 

When Forest Akers retired as v.p. in charge of sales of the Dods& 
division of Chrysler, Dodge dealers throughout the country mac‘ 
up a $45,000 gift, which will go to Michigan State College as @ 
scholarship fund. In addition, New York dealers gave him a te!~ 
vision set; Detroit dealers, an oil painting, and Chicago deale * 
presented a gold plaque and a diamond ring, and threw in a dia- 
mond-and-emerald wrist watch for Mrs. Akers. . . 
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Advertising Age, January 19, 1948 


Meat Institute 
Opens PR Drive 


in 400 Dailies 


Profit Picture 
to be Explained 
in Ad Series 


CuicaGo — Concerned because 
more than 50% of the American 
people believed that the meat) 
packers were trying to “line their | 
own pockets” rather than give the | 
public best value at a reasonable 


profit, the American Meat Insti-| 


tute last Friday broke its first) ~ 


continuing public relations adver- | 
tising drive. 

Results of an Elmo Roper poll 
showed that large percentages of 
people believed the packers were 
primarily responsible for high 
meat prices, that their profit ran 
about 25% of every retail meat 


Sdollar, and that meat would be 


less expensive if retail stores pur- | 
chased directly from the farmers. 

The packers were concerned. | 
Meat was scarce at the time of 
the survey (last summer), and 
consumer resentment had reached | 
threatening proportions in some 
portions of the country, especially 
on the overcrowded West Coast. 

To overcome the increasing ani- 
mosity, the directors of the) 
American Meat Institute instruct- 
ed the institute, through its 
agency, to prepare a two-pronged | 
campaign. 


Copy Explained Prices 


The first of the two drives ran 
late last summer and fall in news- 
papers in cities above 50,000 pop- 


lation. Copy averaged 300 lines, | 
and sought to explain the packers’ | 
positions on the issues of prices, | 


etc., as well as to urge purchase 


of the lower priced cuts. 


Results were more than gratify- 
ing to the institute board. In| 
some cities, Roper found, majori- 
ties who thought the packers were 
making exorbitant profits before 
the copy ran, switched completely | 
around and, after the newspaper 
ads ran, similar majorities were 


convinced that profits were rea-| 


sonable or not large enough. 
Jubilant over the results, but 
cautious in interpreting them, the 
AMI last week broke the first of 
monthly 750-line ads in major 
ities, and smaller size copy in 
the smaller cities. 


To Run Indefinitely 


Scheduled to run indefinitely in 
ome 400 newspapers, the copy 


stresses the fact that the packer | 


's squarely in the middle, control- 
ling neither supply nor demand; 
tenders services to both farmers 
and consumers; sells dressed beef 
‘or what he pays for beef on the 
hoof, and makes only a fraction of 
a cent per pound profit for the 
services. 

The lady consumer shown in 
the illustration orders various cuts 
tmeat from the retail store, ‘“‘but 
1 doing so,” the copy reads, “she 
‘eally does business with a distant 
larmer,”’ 
ong-term purpose of the ad- 
‘ising is to build greater pub- 
‘knowledge and appreciation of 
‘Nat the industry does, and in- 
‘orm. consumers, farmers, and em- 
oses in regard to the industry’s 

0 t position. 


Radio to Be Continued 


lL. addition to the newspaper 
rive, the AMI will continue to 
se the NBC Fred Waring show to 
| the same story. Reprints of 
‘he ads will be supplied to insti- 
‘ute members who desire to send 
to retail associations and 
Ominent persons in the local 


communities. 

The AMI declined an estimate 
of the 1948 budget, but the 1947 
budget of $2,500,000 included only 
$500,000 for the public relations 
phase. Undoubtedly the over-all 
budget has been increased, since 


| there are no indications, as yet, of 


any cut-backs in the institute’s 
normal advertising schedule. 

Leo Burnett Company handles 
the account. 


‘Real Income’ Is $1.02 


Investors Syndicate, Minne- 
apolis, reports that “real income” 
index is now $1.02, which means 
that the average family can buy 
2% more goods than it could a 
year ago. Miscellaneous costs con- 


| tinue to increase faster than food, 
‘clothing or shelter. 


Mutual Benefit 
Sets $170,000 
for ‘48 Ad Drive 


NEWARK — The Mutual Benefit 
Life Insurance Company will 
spend $160,000 in magazines and 
$10,000 in newspapers. during 
1948, a slight increase over its 
1947 appropriation. 

Beginning with the Jan. 17 is- 
sue of The Saturday Evening Post, 
Mutual’s campaign will consist of 
eight pages and two half pages in 
two colors in that publication and 
10 two-color half pages in Col- 
lier’s. 

The campaign will be based on 


last year’s advertising theme, | 


which centered around the Anal- 


graph, the company’s patented 

method of insurance selling. 
Agency is Charles Dallas Reach 

'Company, Newark and New York. 


Radiant Issues Booklet 


Radiant Mfg. Corporation, Chi- 
cago, manufacturer 
projection screens and _  photo- 
graphic equipment, has prepared 
a booklet for its employes, en- 
titled “Your Radiant Future,” 
which outlines the company’s his- 
tory, aims, policies of operation, 
rules of conduct, and benefits and 
services of the company. 


of Radiant) 


Opens Houston Branch 


Crysler Associates, public rela- 
tions consultant, with offices in 
New York and Phoenix, has 
opened a new office at 531 West 
building, Houston. 


ECAR CARD ADVERTISERS! 
SEND FOR . 


FREE SAMPLE 


| POINT-OF-SALE CAR CARD HOLOER 


‘*CARDISPLAY™™ 


_ CARDISPLAY CO. 1004 Marquette Ave , Minneapolis, Mina . 


Who the HELL is 


With only 54 words he opened doors of 
America’s biggest companies for spe- 
cialty product. Want more power in 


your ads? 
ADVERTISING AGE 


a 40. fee 
{100 East Ohio St. . . . Chicago iI, Illinois 


JL 


Who the HELL is 


> |; 
7 
With only two words he changed a 
brewery failure into big money-maker. 
Are you looking for sales-building 
ideas? 
Box 6916 . . . . ADVERTISING AGE ‘ 
100 East Ohio St. . . . Chicago II, !ineis 


uw ity 


i WA 


HISTORY ...OR... NEWS? 


SPEED makes 


difference! 


Business news in America’s vast home fur- 
nishings industries doesn’t wait for con- 
venient monthly deadlines. When it breaks, 
it breaks fast. And that’s the way the 


nation’s retailers want it reported. They 
want the news fast so that they can make 
full use of it in their own daily business 


operations. 


There’s only one business paper that speeds 


this news 


to America’s home furnishers 


while it still is news. That’s RETAILING! 
Only RETAILING, with its twice-weekly is- 


Dy ee 


sues, keeps retailers promptly posted on 


business news and developments that affect 
their own business life. Only RETAILING, 


publishing the equivalent of 


1,600 maga- 


zine pages a month, gives them complete 


news coverage on all the home furnishings 


lines they sell. 


That’s why the nation’s retailers have made 
RETAILING America’s No. 1 home furnish- 
ings business paper. May we show you how 


profitably that ties in with the home fur- 


nishings product you’re selling. 


RETAILING HOME FURNISHINGS ¢ A Fairchild Publication ¢ 7 E. 12th St., N. Y. 3, N. Y. 


ate 


a 
=o 


AMERICA'S NO. 1 HOME FURNISHINGS BUSINESS PAPER 


\ in frequency 

i in news coverage 
in market coverage 
in total circulation 
in retail circulation 
in advertising 

in advertisers 


THE TWICE-WEEKLY NEWSPAPER COVERING: 


* Furniture & Bedding 
* Curtains & Draperies 
* Decorative Accessories 
* Floor Coverings 

* China & Glass 


* Lamps & Lighting 
* Housewares 

* Major Appliances 
¢ Radio & Television 
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JANUARY ADVERTISING LINAGE IN FARM PUBLICATIONS 


Commercial Commercial 
Display Display 
Excluding Excluding 
: Poultry, Poultry, 
j Livestock Livestock 
-— Total Advertising — and Classified -— Total Advertising——, and Classified 
-—1948——, -——1947——, 1948 1947 c—1948—,, -———_1947—_, 1948 1947 
Pages Lines Pages Lines Lines Lines Idaho Farmer ..... 35.3 24,729 31.8 24,049 24,604 21,889 
FARM MAGAZINES Indiana Farmer's : 
‘ CPN cee beedss +. 22.4 17,589 21.0 16,493 12,857 11,482 
Capper’s Farmer .. 40.9 27,778 38.6 26,219 26,079 23,431 5 * : 4 
Country Gentleman. 70.7 48.086 678 46103 44106 41.518 Kansas Farmer ... 31.6 24,040 23.5 21,379 21,291 17,847 


Pages Lines Pages Lines Lines Lines 
Farm Journal ..... 77.0 38,130 64.3 27,678 29,771 23,082 
Senaeemtes Parmer: Michigan Farmer... 39.0 29,931 36.1 27,408 26,655 238,724 


Missouri Farmer .. 19.4 16,188 16.5 12,915 14,876 12,621 
Carolina-Va. Missouri Ruralist .. 23.1 17,533 20.6 15,653 16,041 14,006 


Gqeation eee s9.5 48,204 41.7 30,977 39.191 26.240 | Montana Farmer |. ara 21.971 ccs aauel staae aka 
pe Baition <--..-- 65.2 40,183 45.0 82,788 35,893 28,082 New Bngland Home- ee ee eh SERS SEAGS 90,098 
acieattion jajcrv-+ SEE 40.219 41.6 90,286 35,995 28,488 | onio Farmer <.!..! Soe Gages 300 angie Bala 200 
eran Bastion <<: Sos inter Get Siaey Getas duets | Oggen Gree ee sare ners aman 
*In all § Editions 46.0 33,512 35.3 25,662 30,981 22,459 | pennesivania TP RASS CT SES SAUTE, AES 

oo Sere Caeey See pe eTMer weer sees 27.9 21,415 32.0 24,544 19,414 22,398 
te Pn 33.4 23,406 31.9 22,890 20,889 18,413 | Utah Farmer ...... 22.6 17,126 17.0 13,796 16,867 11,953 


Wallaces’ Farmer & 
Iowa Homestead. 49.0 38,406 44.3 34,742 34,954 32,052 
Washington Farmer 33.4 23,228 30.4 23,020 23,228 20,879 


Successful Farming. 72. 32,409 74.0 33,092 29,950 29,730 


Total Group ..... 577.5 371,221 496.7 315,803 332,716 269,579 Western Farm Life. 40.9 32,073 28.7 22,503 20,978 15,342 
MONTHLIES Wisconsin Agricul- _ 
TONED. keeccece ++» 42.0 32,930 34.8 27,284 32,168 25,963 
Agricultural Leaders’ —_—_— 
EE cae tk Ken <0 26.6 5,215 20.1 3,939 5,215 3,939 Total Group ..... 756.9 585,100 699.9 547,717 515,870 475,968 
American Fruit Bi-Weeklies—December 
See 43.4 18,622 24.6 10,571 18,255 10,161 Arizona Farmer ... 57.1 43,173 47.7 36,029 40,258 34,078 
American Poultry cDairyman’s League 
Journal: Rae 8.6 6,291 19.2 14,013 5,060 13,033 
Eastern Edition.. 58.7 25,105 74.5 31,991 11,673 11,4387 Pacific Rural Press: 
Central Edition... 51.9 22,292 59.4 25,473 11,122 9,511 Northern Edition. 49.4 37,383 45.9 34,758 31,565 29,388 
Western Edition.. 45.9 19,697 50.5 21,647 10,608 9,012 Southern Edition. 44.9 33,930 42.4 32,122 28,112 26,540 
*In all 3 Editions 40.9 17,670 46.3 19,891 10,251 8,628 Prairie Farmer .... 47.8 34,846 45.4 33,059 29,099 26,725 
Arkansas Farmer .. 11.2 8,468 11.5 8,697 7,362 7,726 —— — 
Better Farming Total Group ..... 207.8 155,623 200.6 149,981 134,094 129,764 
Er rrr 27.3 11,701 26.6 11,436 11,701 11,436 Weeklies—December 
Better Fruit ....... 18.7 7,868 15.0 6,300 7,868 6,300 dCapper’s Weekly... 5.4 12,132 7.4 16,497 8,393 12,393 
Breeder's Gazette .. 21.1 9,497 15.8 7,109 6,339 5,283 Weekly Kansas City 
California Citrograph 22.8 15,288 24.3 16,305 15,022 16,109 Sere rere 18.9 46,571 10.7 26,412 34,296 17,882 
Cattleman, The ....132.6 55,692 100. 42,140 23,772 17,094 — 
aCooperative Digest. 18.5 3,785 12.8 2,677 3,785 2,677 Total Group ..... 24.3 68,703 18.1 42,909 42,689 30,275 
Electricity on the Dailies—December 
Ge eee 15.1 5,384 14.9 5,326 5,384 5,326 Chicago Daily Drov- 
Farm and Ranch... 33.5 23,513 35.1 24,598 18,323 19,899 ers Journal ...... 17.8 37,832 16.4 34,974 28,620 22,550 
Farmer-Stockman... 30.4 23,013 28.5 21,567 21,169 19,809 Kansas City Daily 
Florida Grower .... 20.8 14,140 18.9 12,860 13,460 12,350 Drovers Telegram 20.9 44,517 21.5 45,711 30,654 29,365 
Hoosier Farmer 17.1 7,498 15.8 7,220 6,802 6,537 Omah Daily Journal- 
Kentucky Farmer... 24.4 19,118 18.2 14,286 16,962 12,177 Stockman ....... 26.7 56,613 28.3 60,274 41,408 50,026 
Michigan Farm News 2.0 4,690 1.8 3,696 4,564 3,596 St. Louis Daily Live 
National Live Stock Stock Reporter .. 24.2 51,525 12.3 26,219 43,788 19,238 
ee 11.9 8,675 8.3 6,061 7,952 4,543 —_-_ -—--—- -- or-— ————- ~O- —- 
New Jersey Farm Total Group ..... 89.6 190,487 78.5 167,178 144,470 121,179 
and Garden ...... 42.3 19,056 40.3 18,143 14,554 14,389 —— 
Ohio Farm Bureau *Not included in totals. 
News wee eteeceees 14.8 6,681 10.0 4,494 6,306 4,314 a Beginning with January, 1948, will be published twice 
Poultry Tribune: a month, 
Eastern Edition.. 67.2 28,850 787 33,794 14,251 18,959 b First issue September, 1947. 
Central Edition... 55.5 23,813 65.2 27,997 13,268 13,056 e Three issues 1947; 2 issues 1946. 
Western Edition.. 49.2 21,086 54.8 23,524 12,481 11,957 d Five issues 1947; 4 issues 1946. 


*In all 3 Editions 43.5 18,673 49.4 21,196 11,622 13,959 


Southern Farmer .. 11.3 9,009 5.4 4,338 8,178 3,685 
Southern Planter .. 33.8 23,629 35.5 24,834 21,586 22,190 CANADIAN 


Western Dairy jaCanadian Coun- 

SOMMOL io ccccccccs 39.2 16,495 37.5 15,771 8,536 8,540 RPPTRER: coc cccacece 18.3 12,835 35.0 24,506 10,639 10,280 
Western Livestock Country Guide, The. 23.1 16,650 24.0 17,393 16,650 17,393 

"Ga aS 87.1 36,582 149.0 62,618 17,353 17,507 | btFamily Herald & 

—— one Weekly Star: 

Total Group ...1,034.3494,4621,053.3 499,412 343,801 304,519 Eastern Edition.. 70.7 70,716 58.2 58,189 43,344 32,924 
Monthlies—December Western Edition.. 58.1 58,067 47.6 47,597 32,924 29,190 
Idaho Granger ..... 7.8 8,442 8.1 8,750 8,442 8,750 | Farm & Ranch 
Nation’s Agriculture 8.5 3,829 7.8 3,523 3,829 3,523 Review .......... 12.6 9,050 14.6 10,539 8,186 9,685 

omen cient cme Giteinns’ Gunnkcnenn  woctubnents +Farmer’s Advocate 

Total Group ..... 16.3 12,271 15.9 12,273 12,271 12,273 & Home Magazine 40.1 28,107 39.1 27,384 16,973 14,730 
Semi-Monthly—December 7Free Press Prairie 
American Agricul- Farmer ......... 92.4 103,900 88.9 99,977 41,048 39,386 

eR rae 23.5 17,133 27.6 20,068 14,479 17,669 +Western Producer. 40.7 43,531 36.5 39,004 21,917 18,172 
California Grange 

ee 21.6 24,150 16.6 18,550 23,646 18,046 Total Group ..... 356.0 342,856 343.9 324,589 191,689 171,760 
b*Colorado Rancher Sa 

@ Farmer ....... 26.8 10,863 ©. 3a ara. BESOe © asics *+December linage. 

Dakota Farmer .... 39.5 30,537 37.0 ‘28,653 28,487 26,573 alincludes December 27 and January 10 issues, combined 
Farmer, The ...... 44.6 34,994 46.9 36,774 28,858 30,136 because of printing difficulties. 
Hoard’s Dairyman.. 32.8 23,874 35.5 25,853 19,637 21,704 b Five issues 1947; 4 issues 1946. 


Opens Detroit Branch O’Keefe’s Brewing Corporation, Third of Readers 


‘ ; Toronto, has been appointed gen- 
National Concert Magazine, New | era) sales manager for Canada of 


York, has opened a Detroit branch | Calvert Distillers (Canada) Ltd Plan Euro ean 
ee oo hex erp ax-| Amherstburg, Ont. He will make A P 
Schubert and Masonic Auditorium ee at 242 Bay St., Tr Ip, P oll Shows 
programs in Detroit, is in charge : 

of the new office. 


New YorKk—More than one in 


Elects Zelter V.P. | every three Saturday Review of 
| Literature readers has been plan- 


. Milton M. Zelter, sales manager, _. : : 
Calvert Names Peppiatt has been elected vice-president in | ning a European trip, according 


Frank B. Peppiatt, formerly di-|charge of sales of Robeson Cut-|t© @ survey the magazine con- 
rector of public relations of'lery Company, Perry, N. Y. ducted recently. Horace Sutton, 
| the magazine’s travel editor, polled 
| 2,000 readers and received 695 re- 
plies from 43 states and Nova 
Scotia. 

Asked what means of transpor- 
|tation they prefer, 503 elected to 
|go by ship and 122 by plane. 
/Twenty-three stated they would 
|go to Europe on business, 432 for 
|pleasure, and 164 said both. 

SSSHEEESEEE “Too many tourists have been 
“i |frightened from Europe by scare 
site |headlines in the U. S. press,” Mr. 
at 'Sutton declared. As for short- 
BEES | ages, he said, “if you can bring 
eft | your own soap and either do with- 

« |out butter or pay high prices for 
|it, you should be able to get by 

|comfortably this summer.” 


These two big RCS 
’stat plants hum with 
business, and get out large-quantity 


ou? orders in amazing time! No order is too 
small, or too large, for RCS Promotes Ramsay 
quick-quality ’stat service. Albert L. Ramsay, former as- 


sistant manager, has been ap- 
pointed resident manager of the 


Ohio Farm Bureau News....... 165.5 74,490 142.3 64,016 70,427 61,302 

-oultry Tribune: 

. + aoe BENGE Ss decseccsses 595.2 255,320 656.7 281,774 159,527 172,691 
Central Bdition .......-...6% 501.1 214,983 539.7 281,570 146,333 154,286 
Western Edition ............ 426.9 183,128 455.8 195,360 130,539 138,676 
*In all 3 Editions ........... 394.0 169,008 416.9 178,882 122,577 130,676 

Southern Farmer .......---.<-+ 103.8 $3,074 53.1 42,455 76,327 36,573 

Southern Planter ........-+5+. 381.0 266,667 360.0 251,708 246,599 231,911 

Western Dairy Journal ........ 563.0 237,067 590.0 247,957 100,395 98,779 

Western Livestock Journal .... 1,288.3 541,343 1,113.0 467,676 205,450 191,442 
Total GIOUD cccccccsecsseses 10,616.2 5,098,36710,052.6 4,786,291 3,748,428 3,460,801 
MONTHLIES 

*Arkansas Farmer .........-+:. 131.5 99,430 éac%.- bpetae 90,604 86,101 

Idaho Granger ....+..-++++++08 104.0 112,795 112.1 121,651 111,239 121,651 

Nation’s Agriculture .......... 84.6 38,125 104.6 47,103 38,125 47,10: 
Total Group ..............-- 188.6 150,920 216.7 168,754 149,364 168,754 

EMI-MONTHLY : pes 

gaan Agriculturist ........ 360.5 262,416 340.9 248,140 225,729 216 1 

California Grange News ......- 260.0 291,200 214.7 240,420 285,530 238,698 

a*Colorado Rancher.& Farmer. 87.4 66,042 wry Meee ee GE,987T sw wees 

Dakota Farmer ......-.cceesss 560.6 432,797 453.0 349,837 407,222 327,061 

ol. ik eee 663.2 519,933 623.5 488,800 434,029 410,3 

Hoard’s Dairyman ..........+. §25.7 382,691 511.6 372,410 318,118 315,220 

Idaho Farmer .....-ccsececees 505.5 380,077 429.4 338,451 317,580 286,696 

Indiana Farmer’s Guide ....... $42.8 268,791 332.3 260,523 185,148 188,4 

Kanegeas FPArMer ...ccessscccces 445.7 338,736 389.9 296,339 277,767 238,729 

Michigan Farmer ..........--- 499.5 383,605 478.9 367,797 335,274 324,458 

Missouri Farmer ...........++. 90.2 70,684 81.6 63,941 66,342 59,80 

Missouri Ruralist ..........++. 375.3 285,199 357.5 271,717 234,345 220,410 

Montana Farmer .............- 562.0 424,925 267.5 342,337 305,578 238,810 

Nebraska Farmer ..........+++ 764.3 577,785 679.9 513,979 489,259 438,468 

New England Homestead ...... 499.7 349,957 481.9 337,319 246,324 232,947 

Ohio POrmter .ccccccsccccsseces 571.7 439,098 539.6 414,446 392,959 374,276 

Opemonm FESR oc viccccscccvss 496.7 312,085 375.5 317,343 373,524 269,362 

Oregon Grange Bulletin ....... 178.2 193,340 164.8 178,794 193,340 178,794 

Pennsylvania Farmer ......... 465.0 357,112 439.6 337,616 323,330 305,859 

Utah Farmer ...cccsecccccceess 308.2 241,624 264.9 200,267 223,585 187,87 

Wallaces’ Farmer & Iowa 
TEOMOURORE ci bci oes iccsecsers 735.8 576,843 684.6 636,753 503,576 468,254 

Washington Farmer ..........-. 496.1 372,953 433.5 318,572 312,034 290,928 

Western Farm Life ........... 709.5 556,239 646.9 507,178 268,096 240,446 

Wisconsin Agriculturist ....... 546.6 428,485 515.4 404,076 398,140 373,69 
Toetsl Group ...cccsses ....10,962.8 8,446,575 9,707.4 7,707,055 7,115,829 6,426,149 
BI-WEEKLIES os 

Arigona@ Farmer .....cccesseces 784.4 593,020 592.7 448,069 564,558 427 646 

| Dairyman’s League News...... 126.1 91,938 129.8 94,615 75,260 77,582 

Pacific Rural Press: 

Northern Edition ........... 718.7 543,561 660.8 499,731 473,973 443,10 
Southern Edition ........... 661.2 499,468 610.8 462,256 429,222 405,5 

ey eS ee ee 743.7 641,417 686.7 499,920 448,228 412,7 
gt errr er 367.5 880,992 284.1 678,839 626,359 458,855 
WEEKLIES 

Capper’s Weekly .........-.-- aa 108.5 242,933 94.9 212,566 157,113 126,14 

Weekly Kansas City Star...... 259.0 638,059 189.2 466,273 469,246 332,71 
WeGed GOGUD 2. cede ease casas 367.5 880,992 284.1 678,839 626,359 458,856 
DAILIES 


All Phones: STATE 5977 | New York branch of Western | 


Newspaper Union, succeeding 


Mr. Ramsay was coordinator of 
‘|all color production for Time, 
and consultant on production 
problems for Architectural Forum, 
Fortune and Life. 


| Frank W. Beddow, who is retiring | 
jand returning to Florida. Prior | 
|to his association with Western, | 
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1947-1946 ANNUAL ADVERTISING LINAGE IN FAR 


PUBLICATIONS 


Commercial Dis); 
Excluding Pou!: 


c————- Total Advertising —— 
co _1947—__, ———19 46__, 


FARM MAGAZINES 
Pages Lines Pages Lines 


< 


Classified a» 3 
Livestock 
1947 194 


Lines Liiies 


og BC Ere - 584.7 397,629 620.9 354,208 380,841 $36.143 

Country Gentleman ........... 1,033.0 702,450 843.5 673,583 675,013 545,504 

8 Oe 1,007.6 432,375 860.3 370,439 406,443 345 597 

Progressive Farmer: 

Carolina-Va. Edition ........ 751.2 546,904 593.9 432,325 506,401 397,93 
Ga.-Ala.-Fla. Edition ....... - 744.5 641,989 6593.9 432,866 503,126 395 673 
Ky.-Tenn.-W. Va. Edition ... 730.1 531,626 588.1 428,139 494,192 396 014 
Miss.-La.-Ark. Edition ...... 725.3 528,044 571.6 416,125 487,780 380.505 
Womens. WGIMIOM 2. cccesccccces 784.5 571,130 624.7 454,771 524,138 414,248 
*In all 5 Bditions ........... 641.5 466,997 503.6 366,585 443,349 345.324 
*Aver. 5 Editions ........... 747.1 543,919 594.4 432,744 503,128 396 694 

Southern Agriculturist ........ 436.6 305,620 381.8 267,252 273,892 236,588 

Successful Farming ........-+- 1,044.0 469,799 890.0 400,666 447,691 375,059 
Total Group ..wccccssessseee 7,841.5 5,027,466 6,468.7 4,129,874 4,699,517 3,822 238 

NTHLIES % 
enularane Leaders’ Digest... 250.2 49,040 283.0 55,470 49,040 55,470 
American Fruit Grower........- 326.8 140,202 263.8 112,947 136,628 108,762 

i Journal: } 

a See 486.8 208,842 643.8 238,295 114,442 125,117 
Central Edition ...........--+- 407.9 175,013 441.6 189,458 103,420 108,092 
Western Edition .......:...- 350.1 150,206 370.1 158,792 97,102 98,456 
*In all 3 Editions ..........- 328.2 apt ad 3 oobage ease 93,450 

i SRGES. .cciae 353.5 . . A ’ 22,754 

ethos oa... ceckavaaues 289.9 111,622 201.5 84,520 111,522 84 520 

Breeder’s Gazette .........+5+5 274.9 123,707 262.3 117,934 76,405 78,564 

California Citrograph ........- 317.1 213,113 281.1 188,874 210,117 186 802 

Carolina Co-operator .....-+«+.+ 131.4 55,167 124.1 52,115 53,944 ‘ 51,30 

Cattleman, The .........+-+++++ 1,099.5 461,813 1,020.6 428,672 237,996 211,699 

Cooperative Digest ........--++. 205.5 43,120 202.3 42,311 43,120 42 311 

Electricity of the Farm ....... 212.2 75,791 205.2 73,260 76,791 73,791 

Farm and Ranch ..........+.:+:. 459.9 321,972 382.3 289,049 288,019 256,910 

Farmer-Stockman ........++++5 360.6 272,672 328.0 248,047 256 626 233,70 

Florida Grower .........--++++: 219.6 149,387 194.6 132,317 143,467 126,70 

Kentucky Farmer. ......--++«:. 235.7 184,772 193.6 151,808 156,958 27,948 

Michigan Farm News .......--- 26.8 60,783 26.1 53,783 59,392 54,588 


National Live Stock Producer... 113.2 82,173 99.4 72,491 
New Jersey Farm and Garden.. 469.8 211,417 433.2 195,878 


Chicago Daily Drovers Journal. 314.1 668,375 299.2 636,603 
Kansas City Daily Drovers 

TOLOBPAM cc ccccssscccecesece 421.2 896,233 389.4 828,699 
Omaha Daily Journal-Stockman 467.8 995,558 400.0 851,181 
St. Louis Daily Live Stock Re- 

DOPE. c-wS 6 4:4.6:0:40% 0600668 0400 288.56 614,002 251.3 534,845 


855,063 311,47- 


498,746 463,269 
655,912 644,59- 


Total Group ...cccccecscvece 1,491.7 3,174,168 1,339.9 2,851,328 1,908,502 1,642,°" 


*Not included in totals. 
a Publication started September, 1947. 


1947-1946 CANADIAN FARM LINAGE 


Commercial Dis) 


Excluding Pou 


Classified ar 


c——— Total Advertising —————, Livestock 
rc 1947 o———19 46 1947 194 
CANADIAN 
Pages Lines Pages Lines Lines L 
+Canadian Countryman ........ 437.6 306,309 447.7 318,360 234,665 234 
Coamtey Gere, TMS cscccsceses 479.9 345,499 436.6 314,369 845,499 314 
Family Herald & Weekly Star: 
Eastern Edition ..:......... 1,007.2 1,007,171 934.5 934,546 662,670 619 
Western Edition ............ 857.7 857,730 817.9 817,864 607,992 59: 
Farm & Ranch Review ........ 464.0 185,849 480.0 173,870 174,253 16 
Farmer's Advocate & Home 
MEOMGRIRS. 2 ccccscciccecccescs 491.0 343,652 460.3 322,212 270,793 252 
Farmer’s Magazine .........++.-. 446.8 312,779 399.3 279,503 276,348 244 
Free Press Prairie Farmer..... 1,288.4 1,449,422 1,159.8 1,304,831 1,449,422 1,304 
Western Producer .......-s.ss+- 625.0 668,753 591.7 633,104 313,623 303 
Total Group .ccecccses Bvceee 6,097.6 5,477,164 5,727.8 5,093,659 4,334,960 4,029 


+Twenty-five issues 1947; 26 issues 1946. 1947 figures include Jan. 10, 1948 


combined with Dec, 27, due to printer strike. 


Appoints Claude Durbin Boosts Arthur Link 


Claude R. Durbin, formerly an; Arthur C. Link, comptroller 


account executive of Roizen Ad- 


the Hawthorne Works of Weste 


vertising Agency, Buffalo, has Electric Company, has been name“ 
'been appointed publicity director | manager of organization plannil! 
and advertising manager of thea new division of Western Elect! 
two Kobacker Department Stores | He will make his headquarters 
|in Buffalo. |New York. 
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& = 
Farm Publications 


Set 12% Linage 
Gain Last Year 


Cuicaco—Farm publications in 
1947 enjoyed a 12.2% gain in 
linage over 1946. 

The annual tabulation by Ap- 
VERTISING AGE shows they carried 
25,047,892 lines last year, com- 
pared with 22,326,732 the year 
before. 

The greatest gain was that of 
farm weeklies. Their 880,992 lines 
represented a 29.8% increase over 
678,839 carried in 1946. Another 
huge gain was made by farm 
magazines: these jumped 21.7% 
—from 4,129,874 lines to 5,027,- 
466. This was against the trend 
for all U. S. magazines last year. 

The only group showing smaller 
linage last year was the monthly 
farm publications reporting for 
January-to-December issues. They 
carried 150,920 lines, down 10.6% 
from 168,754 in 1946. 

Other groups were: 

Monthlies reporting February- 
to-January issues, up 6.5% from 
4,786,291 to 5,098,367 lines; semi- 
monthlies, up 9.6% from 7,707,055 


Media Men Elect Cogan 


Eugene J. Cogan, media direc- 
tor of Geyer, Newell & Ganger, 
has been elected president of the 
Media Men’s Association of New 
York. Other new officers are: 
William H. Schink, G. M. Basford 
Company, lst vice-president; Ben- 
ton L. Moyer Jr., Ruthrauff & 
Ryan, 2nd vice-president; David 
J. Wasko, Donahue & Coe, secre- 
tary, and Thomas P. Reilly, Foote, 
Cone & Belding, treasurer. 


Appoints Dykhouse 

Henry Dykhouse, formerly gen- 
eral advertising manager of Atlas 
Press Company, has been ap- 
pointed manager of the Detroit 
office of Popular Science Monthly, 
succeeding William Fauber, who 
has been transferred to the Chi- 
cago office. 


Oneida Schedules 


Two Spring Drives 

OneErpaA, N. Y.—Oneida Ltd. will 
inaugurate two campaigns this 
spring in national magazines for 
Heirloom Sterling and the new 
Plantation pattern of 1881 Rogers 
silverplate. 

Full-color pages for Heirloom 
Sterling, continuing the Hostess 
of Tomorrow theme, will appear 
in Charm, Glamour, Harper’s Ba- 
zaar, House & Garden, House 
Beautiful, Junior Bazaar and 
Mademoiselle. 

Oneida’s 1881 Rogers silverplate 
line will feature the new Planta- 
tion pattern with Jane Wyman, 
Warner Bros. star, against the 
background of a modern planta- 


tion house and magnolia blossoms. 
These full-color bleed page ad- 
vertisements will appear in 16 na- 
tional magazines, beginning in 
June. 

Agency is Moser & Cotins, Utica. 


Esquire Names Agency 

Esquire Mfg. Company, Jersey 
City, N. J., maker of Lord Ches- 
terfield shaving brushes, has ap- 
pointed Byrne, Harrington & Rob- 
erts, New York, to handle its ad- 
vertising. 


McAnally to ‘Newsweek’ 


Arthur J. McAnally, for the past 
10 years director of business pro- 
motion and research for the 
Scripps-Howard Newspapers, has 
joined Newsweek, New York, as 
head of the research department. 


to 8,446,575 lines; bi-weeklies, up 
13.2% from 2,004,591 to 2,269,404 
lines; dailies, up 11.3% from 2,- 
851,328 to 3,174,168 lines. 


Gains 7.6% in Month 


The latest monthly report shows 
that U. S. farm publications re- 
porting this month had a 7.6% 
gain—1,867,867 lines vs. 1,735,273 
in January, 1947. 

January magazines carry 371- 
221 lines, up 17.5% over 315,803 
last year; January monthlies are 
down 1% from 499,412 to 494,462; 
monthlies reporting for December 
of 1946-47 show a 6.8% increase 
from 547,717 to 585,100 lines; bi- 
weeklies reporting for December 
are up 3.8% from 149,981 to 155,- 
623; December weeklies are up 
36.8% from 42,909 to 58,703 lines, 
and daily farm publications are 
up 13.9% from 167,178 to 190,487 
lines. 

Canadian farm publications car- 
ried 5,477,164 lines in 1947, up 
7.5% from 5,093,659 in 1946. For 
the latest month they are up 5.6% 
—from 324,589 to 342,856. 


Wabash-Sylvania 
Promotes Four 


Fred B. Parker, former assist- 
ant sales promotion manager of 
the Sylvania lighting division of 
Wabash-Sylvania, New York, has 
been appointed advertising man- 
ager of the Wabash Photolamp 
division. Fran Hyland, former 
southwestern territory sales rep- 
resentative, has been promoted to 
division sales manager, with head- 
quarters in Dallas. 

Tom Graney, former northeast- 
ern states sales representative, has 
been named division sales man- 
ager with headquarters in Bos- 
ton, and Rupert W. Lockman, a 
former General Motors’ photo- 
graphic supervisor, has been ap- 
pointed sales representative in the 
east central territory with head- 
quarters in Detroit. 


Hixson-O’Donnell Names 
Muriel Johnstone V.P. 


Muriel Johnstone, fashion ad- 
vertising and merchandising spe- 
C alist, has joined Hixson-O’Don- 


2ll Advertising, New York, as 
\.ce-president to head up a fash- 
n division. She will be assisted | 
Ly an all-feminine staff including | 
fosamond Gilmartin, Dorothy| 
-larlatt and Margaret Randall. 
Mrs. Johnstone started her fash- | 
im career as a buyer at Saks| 
lifth Avenue and later helped 
verell Harriman publicize the 
nion Pacific’s Sun Valley resort | 
designing and promoting a/§ 
‘oup of clothes called “Summer | 
in Valley Fashions.” 


raha om 
Ss 


---to cover the RURAL SOUTH? 


TuE souTH is 65% rural in popula- 
tion, whereas the remainder of 
the country is 65% urban. Are you 
depending on advertising in mag- 
azines preferred by urban readers, 
to sell the prosperous rural South? 

A recent Crossley survey of the 
14 Southern states shows that 
only 11.8% of the South’s farm 
families read Life . . . 6.3% read 
Ladies’ Home Journal .. . 5.4% 
read The Saturday Evening Post 
... 3.9% read Collier’s ... 

The rural South subscribes to 
The Progressive Farmer. Added 
to any list of magazines in which 
your advertising appears, The 
Progressive Farmer’s one million 


circulation (3,860,000 readers) 
fills a big gap in your advertising 
coverage. 

Crossley survey figures show 
that in the rural South, The Pro- 
gressive Farmer leads the next 
farm magazine by 47% in number 
of regular readers and by 99% in 
number of regular readers who 
name it their favorite magazine. 

Leading advertisers and adver- 
tising agencies recognize The 
Progressive Farmer as the rural 
South’s dominant sales influence. 
1947 was a record-breaking adver- 
tising year for The Progressive 
Farmer—its fifth consecutive 
year of great advertising gains. 


Advertising Offices: BIRMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coast: Edward 8. Townsend Co., San Francisco, Los Ange'es 
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L Appoints Chirurg | 


1948 May Be Bad 


as & GENERAL 
Sh Boston Gear Works, division of a 
»~{ the Murray Company, North fo B —!948— 1947 
+. Quincy, Mass., has appointed the - r USINESS, | MAGAZINE 
| James Thomas Chirurg Company J ] S 
t , | 
* ./ Boston and New York, to handle ourna s ay LIWAGE TREND 
| its advertising. Campaign Plans! New Yorx — The tradition that | 
are now being formulated in ©0-|“an election year is bad for busi-| : 
operation with Grafton B. Perkins, ness” is not something to be| 
: former vice-president and adver- 1 hed off ld wives’ tal 
: tising director of Lever Brothers, | *@U&hed off as an old wives ©, | 
| who is advertising consultant for according to the New York and | 
the Boston Gear Works. Chicago Journals of Commerce. 94 
In a recent article reporting on | ened — wat 
a business survey of 14 presi- 2,000— 220 — * 
dential elections in the past 56 
le ; 2 |} 60 — ARS 7o — $4 | 4800 — o— 
years, the papers said that if 1948 | : ao8 he . . as 
+ follows the average, industrial so — Kine 9— 2p $33 4600 — 200 — C: 
7 . . : he ? vA Fou R 
; production should remain high ae a. Rs ea as an 4, (400 — 190 ~ } ume 
) ‘until April, dip 2.6% during the 3 i ae 33 | aes the 
\summer and rise to about 1% | ' , —— : 1947 
jabove the level of November 
1947 ' JANUARY ADVERTISING LINAGE IN NATIONAL MAGAZINES nag 
4 ‘ ——1948—__, 1947—___ ——1948—____ ——1947—__ 1S 
es Best Way _ However, the papers declared, Pages Lines Pages Lines Pages Lines Pages Lines Tr 
e since it appears likely. to be a year; GENERAL OUTDOOR curs 
of indecision, the downward pull | Ace Fiction Grp... 6.0 1,283 7.5 1,602 | American Rifleman 44.0 18,880 41.1 17,241 ton 
Amer. Magazine... 34.7 14,651 57.3 24,047 Field & Stream... 38.3 16,444 43.6 18,720 ’ : 
to Reach the may be accented. Prospects for a American Forests. 8.2 3,430 9.2 3,850 | Fur-Fish-Game .. 26.8 111505 93's 10,086 verti 
ye change of administration appear! american Home .. 98.3 62,129 91.3 57,715 | Hunting & Fishing 15:7 6,721 13.8 5,925 in ¥ 
to be a depressing factor indus-| American Legion.. 13.3 5,576 16.7 7,072 | Outdoor Life ..... 32.4 13,881 35.6 15,292 and 1 
YF triall and bearish on securities, | Amer. Mercury ... 3.5 637 4.3 791 Outdoors ......... 13.4 5,737 9.8 4,222 
" vine of which party is going |Atlantic Monthly.. _s'2 3,430 15.5 6,510 | Sports Afiela ..... 40.4 17,886 66.7 28'634 The 
regardless we DOESNT GOING | Setter Homes @. ee See Se carrie 
|1n or out, the survey shows. Gardens. ....... 67.0 42,324 61.0 38,730 Total Group .... 211.0 90,504 234.1 100,120 tising 
Christian Herald.. 25.0 10,729 24.0 10,163 YOUTH dnee 
i ealer- Columbia ~. ...* .«. 5.1 3,483 ' 5.0 3,403 American oo 9.0 3,876 8.3 3,586 SS ae 
Farm equipment d sel ‘Named Igleheart A.M. Cosmopolitan ..... 37.3 16,021 53.4 22,897 | Boys’ Life ....... 7.4 5,030 8.0 5,451 licatic 
. wners place the or Clayton I. Kentn f ly | Dell Detective Grp. 14.6 6,279 10.5 4,499 | ¢Calling All Girls. 9.1 3,920 11.9 4,975 Gre 
, 5 ign the checks .-- | ~@yton I. Kentnor, formerly | pei. Moview .... <73 19,884 417 19,514 | #Child Life...” 1.2 500 1.8 771 the ¥ 
and sign the cheeks ona Seedeen eat MARSSCr Ofiveony ” *** 17.5 11,900 5.8 3,910 | Open Road for , 
select the new lines | Standard Brands, Inc., New York, |Eagle Magazine a2 3.0 1,809 4.0 1,641 Se eae if i 3,288 5.8 2,477 carrie 
shop and office sup- ‘has been appointed advertising |Elks ..........._° 4.7 2,106 8.5 3,709 | Seventeen ........ 46.7 31,776 70.7 48,042 in 194 
‘ ti . The top 85.6% are §|/manager of Igleheart Brothers,| Esquire (Natl) .. 89.3 60,004 140.3 94,220 a oe age dar — Their 
1es. i eh Fae ‘ i .. Givisi |Extension ....... 13.0 8,964 13.3 9,199 otal Group .... ‘ ,39 6.5 65,302 
P “yg of the National |/Inc., Evansville, Ind., division opto agalea 84.4 53,346 119.1 75,245 | COMICS MAGAZINES pages 
members 0 ; General Foods Sales Company. | . ‘allt one-fi 
il Farm Equipment H ill direct th d tisi f|Harper’s Magazine 15.7 3,765 20.0 4,785 | d*Calling All Boys 4.8 1,942 10.0 3,792 
Retail ‘ar |e wl rec e advertising o Sears 33.3 22,665 34.7 23,562 | Famous Funnies.. 2.0 77 7.0 2,709 or 18 
Association. '||Swans Down cake flour, Swans | House Beautiful... 46.7 29,484 65.0 41,067 | eHarvey Comics ; year, 
we | best-read Down mixes, and other packaged House & Garden.. 47.2 29,847 56.0 35,385 | Group .......... 2.0 756 0.5 189 
First-read anc —_ ___| Specialties. Improvement Era. 18.0 7,714 20.6 8,845 | National Comies ) 
ade paper is F.E.R. | Instructor ........ 10.6 7,272 12.4 8,462 a otag_ ee 15.5 5,859 14.0 5,292 
trade p fficial publica- Li | Macfadden Men's tPolly Pigtails 3.3 1,348 2.4 901 In ti 
their own 0 € Joins Geare-Marston en 9.6 4,129 11.2 4,818 *True Comics 4.1 1,641 4.6 1,734 the nt 
. . Mechanix Illus- as Satie. | 
tion. . —— zs ‘aaa oe ae | ee Oa: tawnté = 870 14997 | Total Group .... 36.9 16,878 ae 10,825 pe 
: mr the media department of N. W. Motor Boating .... 204.1 119,989 2153 126,604 WEEKLIES—DECEMBER eave 
3 |Ayer & Son, has joined Geare- | Nati, Geographic. . 21.0 4,998 21.0 4,998 | ‘American Weekly.. 56.7 56,715 68.6 68,595 slightly 
| Marston, Inc., Philadelphia and |Nation’s Business’ 35.4 15,192 38.0 16,319 | Business Week... 258.7 108,641 264.8 111,222 was al: 
FARM EQUIPMENT New York, advertising and public |Nature Magazine... 2.3 992 3.2 1,375 | Christian Advocate 22.6 9,573 15.9 6,675 and yc 
1014 Locust st st Louis 1 MO relations agency, as assistant to | ee ee? as 11.0 7,480 11.4 7,735 Collier's ‘oR GOR 5 209.5 142,433 231 5 157,445 d " 
he _ oh wee | Frank Murphy, vice-president and | Popular Mechanics 165.2 37,009 145.8 $2,662 | Cue .........6.., 102.3 44,015 = 129.2 55,227 rod 
| Official Publication - National Retail Farm Equipment Assn : seat rode ? ntvand | 0 , Sins “g ; : ; Forbes ‘ 23.2 9,974 28.5 2,2 4 
quip ssa. media director Popular Publica- pO sec cccceces e008 I,9¢ +o 2,214 over | 
cnaen:,, eC 4.9 BO espane. < eadaa’ FIG wesc ees eenees 15.5 16,294 23.9 25,080 The , 
bpopular Science... 140.0 . 81,860 "129.4  ‘se9a0 | “Liberty sao aket?2 «75.0 = a,192 Life in 
Redneck ......... 18.4 7,899 35.9 SR Mies fe 333.0 226,554 313.0 2131377 | 
IRotarian 2 °.'°°°"’ 9.6 4°135 8.0 ee Ge errno 92.2 62,725 83.6 =~ 56,837 MM and pag 
vend «55 11.5 4,937 8.9 3,797 | Newsweek ....... 254-4 98,454 300.9 126,281 I Week ]; 
‘aStreet & Smith ‘New York Times suffered 
| All Fiction Grp.. 5.5 r Q Magazine ...... 117.7 100,039 163.3 138,764 : 
c n Gry 5 1,023 5.0 930 4 fon 
Ee 47.5 19,957 52.5 22,050 New Yorker ade 284.6 122,082 291.2 124,933 former | 
Thrilling Fiction a. aaa 17.2 14,586 23.2 16,602 Post ca 
Group Pas PAN 17.0 3,799 17.8 3,986 *Pathfinder seereee 28.7 12,250 27.7 11,965 025,410 
j |Town & Country.. 68.7 46,179 101.7 68,355 | Saturday Evening 4,033.5 
WERE s Wicd acs: 20.9 8,970 43.2 18,587 WUE: “2s os bat, . 303.2 206,178 298.6 203,023 " 
|b*Varsity ......__ 4.8 OR” seamen | tas Saturday Review of 1946. 
Yachting ....).°) 177.4 104.311 198.4 116,659 of Literature ... 63.8 27,356 73.6 31,554 on a pa 
= ms *Scholastic Coeeeeve 24.6 10,398 18.8 7,862 consider 
~ ¥ K vor ‘Sporting News ... 29.6 31,713 25.3 27,062 ; ; 
f ssae 21,9089 6 y ] 8B bey rf . 1000 | 
| Total Group 1 865,795 2,010.9 1,000,487 ‘This Week Maga- Life, i 
WOMEN ~otegl EEE 49.1 41,702 52.0 44,155 [gard to 
eee 61.3 26,312 88.0 37,752 | Time ............. 827.3 137,519 354.0 148701 3911 p 
Family Circle 15.5 6,633 13.0 5,590 | United StatesNews 1161 48,766 147.1 61,787 aad 
Glamour .....___. 54.8 23,516 106.8 45°83) ——_— —_ -_______  #ainst 
Good Housekeep- Total Group 2,750.0 1,545,188 3,009.7 1,681,652 ‘ines the 
Pepe erorre 70.2 30,131 73.7 31,634 — third pl; 
Harper’s Bazaar.. 91.9 58,100 105.3 66,570 *Not included in totals, over Bus 
Holland’s ........ 12.1 8,529 12.1 8,517 *+Page size changed. (1.5 
*Household ....., 24.5 10,517 12.6 8,575 a Four issues 1948; six issues 1947. 943,98 
Junior Bazaar 24.2 15,278 56.0 35,392 | b First issue June, 1947. pages (1, 
Ladies’ Home | c One issue 1948; 2 issues 1947. 
WOUNMOE S55 ices 77.5 52,690 80.1 54,446 | d Published bi-monthly, December-January issues y 
Mademoiselle ..... 101.3 43,599 171.0 73,359 combined. Figures reported in December. V 
McCall’s ......... 60.0 40,819 57.2 38,913 e Published bi-monthly. January-February issues gue, 
Modern Romances combined, 3,708 in 
SD 56 Wen kw kx 17.4 7,615 26.1 11,217 ‘Four issues 1947; 5 issues 1946. tinued in 
Modern Screen “One issue 1947; 4 issues 1946. en’s ma 
. 5 i 2 eS 21.2 9,100 31.9 13,673 | "Three issues 1947; 2 issues 1946, ‘ 
The Oakland Tribune, with 75.3% of its Motion Picture (F) 22.4 9,621 32.4 13,918 | ‘Five issues 1947; 4 issues 1946. House Be 
Movie Life ....... 22.7 9,741 27.4 11,776 | CANADIAN ‘002 pa; 
total daily and 76.4% of its total Sunday eae she te po - wer top | 
Parade ahr 22.6 9,713 28.3 12,181 | Canadian Home while Tor 
. , . Movie Story (F) 22.6 9,736 31.4 13,489 Journal ......., 31.0 21,067 29.7 20,214 ap 
circulation HOME DELIVERED, gives ad- in, re 22.6 9,713 27.4 11,766 | Canadian Homes ‘946, droy 
‘ . Parents’ (N. Y, & Gardens ..... 31.4 21,080 35.8 24,0 ‘947 with 
vertisers the most effective and most pro- Metro Ed.) ..... 45.0 19,305 49.0 21,004 | Chatelaine ...... |. 21.8 14,814 24.9 16,8: Most 5s 
Parents’ (Natl.)... 40.1 17,213 43.0 18,454 | Liberty .......... 44.1 18,909 44.9 19,24 t the yea 
. H " Personal Romances 19.0 8,155 23.0 9,912 Maclean’s (2 issues) 35.7 24,249 45.2 30,76 ; 
ductive results, To cover Metropolitan Oak Photoplay (Mac).. 320 14,183 30.8 13,229 | Mayfair .......... 46.3 31,093 47.5 32,2 by Be 
*g- Promenade ....... 30.1 12,905 48.2 20,697 National Home vhich 
land, 3rd largest market on the Pacific Radio Mirror (Mac) 19.2 8,258 18.3 7,864 | Monthly ....... 12.2 8,309 14.0 9,49 ilmost “en 
: Screen Romances.. 19.0 8,169 28.4 12,168 New World ...... 15.1 10,283 21.4 14,5¢ a 
Coast, the Oakland Tribune alone will do iain, se ee 13.7 5,834 12.7 5,372 | Revue Moderne, La 16.7 11,381 15.3 10,42 ‘om 18th 
Today’s Woman 14.6 6,262 10.8 4,628 Revue Populaire, La 16.7 11,619 15.5 11,0 ‘Mong all 
. True Confessions tSamedi, Le ...... 40.7 28,515 36.5 25,54 T 
the job for you. eae 25.0 10,753 27 11,533 ousliigin ne Smee <nmengty ane wea 
True Experiences Total Group 311.7 201,319 331.1 214, ight ha 
Seen one a 20.2 8,652 20.4 8,767 ——- vell ‘i 
True Love & *¥ December linage. ome me 
TOTAL NET PAID CIRCULATION Romance (Mac). 20.7 8,872 18.8 8,058 Canadian National Weekend Newspapers s to 5] 
True Romances (Rotogravure linage) : 
(Mac) 23.5 10,067 21.4 9,198 | tLa Patrie ....... 42.1 42,121 40.5 40,51 L advi 
DAILY SUNDAY True Story ....... soo 6=—s«s4S877)— 40.8 = 17,506 | La Presse... 44.20 44,191 37.2 37,15" fM9.648- 
, | , | id eee 128.0 80,911 198.2 125,239 | Montreal Standard 45.2 43,254 34.5 34,6 37,365 
r Woman's Day 41.3 17,716 30.6 13,134 | Star Weekly ..... 45.6 43,366 51.1 48,58 
(A.B.C. Publisher's Statement, Sept. 30, 1947) Woman's Home ee n 279,§ 
Companion 41.5 28,206 37.8 25,663 Total Group .... 177.1 172,932 163.3 160,94 
: ‘- ; 3 - Total Group 1,282.5 648,296 1,591.7 806,328 +Five issues December, 1946. Religiou 
Oakland.2& Tribune | age tn 
. , wasee ere tie ee, <4 Appoints Titus V.P. Bolton Joins Vladimir Bob Selle Advanced Te Fling 
WILLIAMS, LAWRENC GCRESMER CO, _O. W. Titus has been appointed) Richard H. Bolton, formerly| Bob Selle has been promoted — 
io Representatives Including Sunday Magazine Sec tic vice-president of English Electric with Kenyon & Eckhardt, New| from classified solicitor to displa} “ (173,995 
: i a ome aa Company of Canada Ltd. St. York, has joined Irwin Vladimir advertising solicitor of the St. #305 to 
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Magazine Linage 
Drops 1% in ‘47 
from 1946 Total 


Only 2 in 5 Show 
Linage Gain, but 
Revenue Is Higher 


Christian Advocate, up from 89,- 
131 to 105,829. 

Among other general maga- 
zines, books with some specialized 
interest or other seemed to fare 
better than most. Among those 
showing linage increases for the 
year were Dun’s Review, 211,666 
to 242,712; Eagle Magazine (aided 
by two additional issues) 10,995 
to 18,942; Ebony (which carried 
advertising in only seven 1946 is- 
sues) 29,580 to 113,050; Grade 
Teacher, 136,008 to 137,266; Holi- 


Sport (started in 
1946) 26,231 to 78,315. 


those which gained linage during 
the year included Family Circle 
(which changed from weekly to 
monthly in the latter part of 
1946) 106,558 to 120,707; Good 
Housekeeping, 702,318 to 734,772; 


Holland’s, 162,334 to 173,582; 
Household, 165,718 to 207,056; 
Ladies’ Home Journal, 1,025,949 


to 1,165,903; McCall’s, 701,507 to 
739,303; Today’s Woman, 92,182 


September, | Game, 


Among women’s magazines, | Sports Afield, 332,032 to 366,769. 


| 
| 


49 


1,- 
355,211 to 1,377,315; The Saturday 
Evening Post, 2,742,792 to 3,025,- 
410; Scholastic, 103,072 to 116,223; 


113,424 to 122,766; Out-| 1,481,073; The New Yorker, 
doors, 100,129 to 112,702; and 

Boys’ Life, 161,234 to 165,279, 
and Open Road, 66,848 to 68,919, 
were up over the previous year) 
in the youth field, while National |” 
Comics Group, 53,054 to 63,315, | 
and True Comics (aided by two 
additional issues) 19,754 to 21,464, | # 
were ahead of last year in the|/ 
comics field. 

Weeklies and semi-monthlies 
did better than most other classi- 


Cuicaco—Although dollar vol- 
ume of magazine advertising hit 
the highest mark in history during 
1947, the lush war yéars are over, 
and a general shortening of lists 
is taking place. 

This is apparent from even a 
cursory look at the ADVERTISING 
AcE compilation of magazine ad- 
vertising covering 1947 and 1946, 
in which 125 leading magazines 
and magazine groups are included. 
The magazine field as a whole 
carried 7% fewer lines of adver- 
tising in 1947 than in the previous 
year, and three out of five pub- 
lications showed a linage loss. 

Greatest decline is shown by 
the women’s group. Of these, 33 
carried fewer pages in 1947 than 
in 1946, while eight showed gains. 
Their total last year was 31,411.7 
pages or 15,223,507 lines, down 


one-fifth from 36,123.9 pages 
or 18,172,014 lines the previous | 
year. 


‘Post,’ ‘Life’ Still Lead | 


In the general magazine group, | 
the numbers gaining and losing | 
were about evenly divided and 
the total pages and linage was) 
slightly under ’46 figures. This} 
was also true for weeklies, comics 
and youth magazines. The out- 
door group showed a slight gain 
over ’46. 

The Saturday Evening Post and 
Life increased their lead in lines 
and pages over Time and Business 
Week last year, as the latter two 
suffered small losses while the 
former gained in advertising. The | 
Post carried 4,449.1 pages or 3,-| 
025,410 lines, well ahead of the 
4,033.5 pages or 2,742,792 lines 
of 1946. It was in first position, | 
on a page and linage basis, by a_ 
considerable margin. | 
Life, in second position with re- 
gard to pages and linage, carried | 
3911 pages or 2,659,595 lines, | 
against 3,551 pages or 2,414,680 | 
lines the year before. Time, in} 
third place, maintained its lead | 
over Business Week—3,676.3 pages | 
(1,543,986 lines) to BW’s 3,401.9 
pages (1,428,801 lines). 


Many Shew Gains 


Vogue, with 2,975 pages against | 
3,708 in 1946, nevertheless con- | 
tinued in top place among wom-| 
en’s magazines. Fortune and’ 
House Beautiful, with 1,504 and | 
1502 pages, respectively, took | 
ver top place in the general list, 
while Town & Country, first in 
1946, dropped to third place for 
{947 with 1,384.5 pages. 

Most sensational performance 
f the year apparently was turned 
n by Better Homes & Gardens, 
vhich chalked up a linage gain of | 
most 40% and thereby jumped | 
‘rom 18th to 10th place in linage | 
among all monthly magazines. 
The entire “home” field, as) 
night have been expected, did | 
vell during the year. American | 
iome moved up from 463,199) 
nes to 516,534 lines; House Beau- | 
'ful advanced from 909,224 to| 
49.648; House & Garden from 
37,365 to 778,307; and Sunset 
‘Tom 279,842 to 366,579. 


Specialized Books Do Well 


Religious papers also had a 
food year. Among those showing | 
hage increases over 1946 were 
christian Herald, up from 158,100 
© 173,992; Columbia, up from 
7.305 to 42,769; Extension, up 
tom 136,805 to 151,969; and 


day, 375,865 to 459,812; Instructor, 
176,198 to 193,690; Mechanix II- 
lustrated, 180,447 to 191,285; Pic, 
184,195 to 194,990; Popular Me- 
chanics, 389,540 to 435,693; Popu- 
lar Publications, 24,243 to 38,774; 
Popular Science, 358,269 to 368,- 
447; Rotarian, 51,269 to 59,548; 


to 96,762; and Woman’s Day, 219,- 
076 to 261,618. 


Good Year for Outdoor 


The outdoor field as a whole 
had an excellent year. Up over 
1946 were American Rifleman, 
from 197,941 to 260,347; Fur-Fish- 


fications, on the whole. Among/|¥ 
those showing increases from| 
1946 were American Weekly, 837,-| 7m . 
600 to 861,165; Collier’s, 1,724,113 | S= ac eee 
to 1,731,409; Forbes, 170,353 to| 

186,431; Life, 2,414,680 to 2,659,-| 
595; Look, 631,651 to 711,952; New 
| York Times Magazine, 1,437,083 to) 
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Proass 


What’s different about 
these manufacturers’ catalogs? 


It’s the way they work. It’s the way they do 
what everybody who gets out a catalog 
hopes his catalog will do. 

They are good catalogs — but that isn’t all. 
Wherever they go, they stick. 


Whenever they are needed, they are right at hand. 


That’s because they are bound 

along with more than three hundred others 

in a big coHection of manufacturers’ catalogs 

called Sweet’s File, Engineering, 

which is used by thousands of designers and constructors 
of industrial type buildings. 


Engineers and contractors like this system. 

They say, ‘“‘Catalogs filed in Sweet's 

**give you the information you want when you want it.”” 
Hundreds who receive Sweet’s File, Engineering, 

have written that they use it more often 


than any other source of product information. 


Catalogs that are quickly accessible get the most use. 
They bring buyers and sellers together 

in the shortest possible time 

and at lower cost. 

That’s the way catalogs work 


when they are distributed in Sweet's. 


Here is something to remember 

when you need a new catalog. 

Sweet’s service can help you in two ways — 

one, to get the right information into your catalog; 
two, to get the information out of your catalog 


and into the heads of future customers. 


For further information on this and other Sweet's Files, 


please see the Market Data Book, or write. 


Sweet’s Catalog Service 
Division of F. W. Dodge Corporation 


New York 18, 119 West 40th Street 


BOSTON 16 31 St. James Avenue DETROIT 26 548 Free Press Building 
BUFFALO 2... 70 Niagara Street LOS ANGELES 13 816 West 5th Street 
CHICAGO 54...... 700 Merchandise Mart PHILADELPHIA 7. ....... 1321 Arch Street 


CINCINNATI 2.... 
CLEVELAND 15. 


PITTSBURGH 22 
ST. LOUIS 1 


. . American Building 
1422 Euclid Avenue 


—when you use the same avenue 
of communication your 


Professional Building 
721 Olive Street 
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Sporting News, 313,345 to 315,- 
313; and This Week, 484,134 to 
584,373. 

In Canada, magazines held 
about even with 1946. Six gained 
and five lost, and pages increased 
from 5,966.8 to 6,009.5. Linage 
increased slightly from 3,960,478 
to 3,989,028. 

Rotogravure linage of four 
Canadian national weekend news- 
papers gained from 2,103.9 to 
2,262.2 pages and from 2,068,526 
to 2,224,501 lines. All four shared 
in the gain. 


Lindsay Opens NY Office 
Lindsay Advertising Agency, 
New Haven, Conn., has opened a 
New York office at 9 E. 46th St. 
Anne Albee, formerly fashion di- 
rector and director of publicity of 
Arnold Constable, is in charge. 


Stanley Names Agency 
John T. Stanley Company, New 
York, has appointed Brisacher, 
Van Norden & Staff, New York, 
to handle advertising for Stanley 
shave cream and shave lotion. 


Will you buy 
1943 adverlisung 
on fores ugha 
or on — ? 
VATIONS 
BUSINESS 

us The 
HoT BOOK 


im he business 


ficla ! 


Accident Ad Mats 
from Surety Ass’n 


New York—A “Mother Goose” 
series on highway safety has been 
prepared in mat form for news- 
paper use this year by the Asso- 
ciation of Casualty and Surety 
Companies here. 

Last year the association, at 
the request of newspaper groups, 
prepared similar safety campaign 
material which resulted in about 
$2,500,000 of sponsored advertis- 
ing in the newspapers. 

The 1948 series of 10 ads for 
advertisers to sponsor shows Old 
Mother Goose, Little Jack Horner 
and other nursery rhyme charac- 
ters and each illustrates an aspect 
of safety or carelessness on high- 
ways. An example: 

Humpty-Dumpty hit a_ stone 

wall, 
After too many drinks from the | 
keg; 
His car took fire—made a funeral | 
pyre, 
And now he’s just a fried egg! 

Through Western Newspaper 
Union, the association is distribut- 
ing to newspapers free a safety kit 
containing educational material, 
10 ads in mat form five columns | 
by 14 inches, 10 editorials on traf- | 
fic hazards, 10 feature articles and | 
10 spot sketches in mat form for | 
use with the feature stories. 

The ads may be used over a 10- 
month period or in 10 weeks. 


Joins Gross Agency | 

Frank Sisk has joined Julian 
Gross Advertising Agency, Hart- 
ford, Conn., to handle special pub- 
lic relations and promotion for the | 
agency and for Station WKNB, | 
New Britain, Conn. Mr. Gross, 
head of the agency, is president | 
of the New Britain Broadcasting | 
Company, which operates WKNB. | 


Pike Appoints Keegan 

Pike Mfg. Company, Talladega, | 
Ala., has placed its advertising | 
with Keegan Advertising Agency, | 
Birmingham. Trade publications, | 
class and consumer magazines will 
be used. 


Opens Seattle Office 


Simpson-Reilly Ltd., publishers’ 
representative, Los Angeles and 


/San Francisco, has opened a 
branch office in Seattle in the New 
World Life building, 618 Second 
|Ave. Sidney Smith is in charge. 


" Just out 


This 

24 pg. hook 
tells how 
National 
Advertisers 


LOCALIZE 


for selling 


ACTION 


3500 


Read the exciting story of “big time’’ merchandising at 
point of sale and how you can build maximum sales 
with Brand Identification Signs. | 


“QUALITY NEON AND FIVORESCENT SIGNS 
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Newspapers to Get || 


in QUANTITY” — | 
( 


: LIWAGE TREND 


(In Thousands y 
Pe | ~-7 i 


160 
130 
(40 
/30 


GENERAL 
—i947—~ 


1946 


COMICS 
—iI947— 1946 


1947-1946 AN 


NUAL ADVERTISING 


1947 \ 1946 ~ 
Pages Lines Pages Lines 

GENERAL 
Ace Fiction Grp... 72.5 15,622 89.0 21,365 
aAmerican Maga- 

WD dae e866 4s 735.1 308,737 869.1 365,037 
American Forests. 130.5 54,810 144.2 60,564 + 
American Home... 817.3 516,534 732.9 463,199 
American Legion.. 225.8 94,862 328.8 138,085 
American Mercury 61.1 11,126 74.7 13,590 
Atlantic Monthly... 283.0 118,860 423.8 177,975 
Better Homes & 

Gardens . 1,424.2 900,066 1,021.6 645,627 
Christian Herald.. 405.6 173,992 368.5 158,100 
Columbia 62.9 42,769 54.9 37,305 
Cosmopolitan 882.3 378,546 1,033.3 443,327 
Dell Detective Grp. 185.2 79,466 239.8 102,874 
*Dun’s Review 577.9 242,712 493.4 211,666 
bEagle Magazine.. 48.0 18,942 33.5 10,995 
OS ee Prec 166.3 113,050 43.5 29,580 
RRS Seta 36 io 2.4 44 103.0 44,289 135.6 58,298 
| Esquire (Nat’l) 1,365.5 917,588 1,522.1 1,022,839 
Mxtension ......%. 220.9 151,969 198.8 136,805 
PURO ccaiandins 1,504.4 950,765 1,857.4 1,173,861 
Grade Teacher, 

Ls ee ee eee 311.4 137,266 308.4 136,008 
Harper’s Magazine 336.9 80,177 459.1 109,266 
WEROMGRT cv seswrdase 676.2 459,812 552.7 375,865 
House Beautiful... 1,502.6 949,648 1,438.6 909,224 
House & Garden.. 1,231.5 778,307 1,166.7 737,365 
Improvement Era. 242.6 104,059 250.4 107,407 
| ae 283.2 193,690 257.6 176,198 
Macfadden Men’s 

re eee 171.6 73,630 228.8 98,171 
Mechanix Illus- 

SS rrr eer 854.0 191,285 805.6 180,447 
Motor Boating.... 1,726.6 725,163 1,730.2 726,670 
Natl. Geographic... 461.0 109,437 463.6 110,042 
+Nation’s Business 486.0 208,561 655.6 280,896 
Nature Magazine.. 36.5 15,358 38.3 16,108 
a PT re eee 286.8 194,990 270.8 184,195 
| Popular Mechanics 1,945.1 435,693 1,739.0 389,540 
Popular Publica- 

SOE cee pews & <0 173.1 38,774 108.2 24,243 
Popular Science... 1,644.9 368,447 1,599.4 358,269 
ee eer ee 454.1 194,813 691.1 253,576 
MEOEOTIOM 6accsccse 139.0 59,548 121.0 51,269 
OO, eee eee 182.6 78,315 61.1 26,231 
eStreet & Smith 

All Fiction Grp.. 34.5 6,417 55.5 10,323 
aes 872.0 366,579 666.0 279,842 
Thrilling Fiction 

re eer 170.3 38,147 212.5 47,580 
Town & Country.. 1,384.5 930,135 2,049.6 1,377,348 
MEO 26540048 ev eee 572.1 245,445 620.0 265,962 
eh 45.6 Deve. 646668) ©. “Seeeue 
, 1,241.4 729,941 1,318.7 775,397 

Total Group ....26,692.0 12,848,342 27,433.4 13,278,534 

WOMEN 
COE secs tdeeees 1,561.0 669,669 2,011.0 862,719 
1Family Circle 281.4 120,707 248.4 106,558 
ere 1,501.3 644,609 2,352.0 1,009,006 
Good Housekeep- 

ee 1,712.7 734,772 1,637.1 702,318 
Harper’s Bazaar... 1,938.5 1,225,137 2,761.8 1,745,444 
eee 247.9 173,582 214.7 162,334 
+Household ...... 335.3 207,056 243.6 165,718 
Junior Bazaar ... 750.7 474,456 1,819.3 1,149,798 
Ladies’ Home 

SOMPRAl 25.66.56 1,714.6 1,165,903 1,508.8 1,025,949 
Mademoiselle ..... 2,453.0 1,052,337 2,500.1 1,072,571 
oS eee 1,087.2 739,303 1,031.6 701,507 
Modern Romances 

CREED . desasc caer 469.0 201,202 579.2 248,482 
Modern Screen 

GREE. ss bh e500 561.1 240,720 669.0 286,994 
Motion Picture (F) 554.2 237,733 759.6 325,866 
Movieland........ 361.3 155,007 439.5 188,530 
Movie Life ....... 370.0 158,742 452.5 194,152 
Movie Show 323.2 138,643 414.8 177,956 
Movie Stars 

ee 372.3 159,718 452.0 193,926 
Movie Story (F) 541.1 232,135 726.6 311,697 
tat aes + 4am 372.4 159,776 449.0 192,638 
Parents’ (N. Y. 

Metro Ed.) ..... 1,119.4 480,253 1,129.3 484,465 
Parents’ (Nat’l) .. 1,027.4 440,792 1,052.0 451,303 
Personal Romances 319.8 137,212 418.9 179,748 
Photoplay (Mac).. 685.4 294,022 814.7 349,526 
Promenade ....... 432.7 185,611 747.3 320,589 
Radio Mirror 

CRD (46.0% ¢i0% a0 428.9 184,001 487.6 209,172 
*Real Romances.. 261.8 112,291 297.5 127,637 
*Real Story ...... 261.8 112,291 297.5 127,637 
*Screen Guide 269.0 Renee eteucs  cadeute 
WScreenland ...... 305.9 131,246 429.1 184,075 
Screen Romances... 475.8 204,112 590.0 253,118 
I i oa oa eae 6 251.6 106,306 254.5 107,962 
{Silver Screen 303.2 130,067 429.1 184,075 
| Today’s Woman 225.6 96,762 214.9 92,182 
True Confessions 

7 A ree 601.7 258,126 730.5 313,367 
True Experiences 

(Mac) a 451.5 193,711 533.6 228,900 
True Love & 

Romance (Mac). 441.7 189,477 §21.9 223,910 
| True Romance 

Re 6e2dcuee ch 480.3 206,051 557.2 239,036 
Yee BOTY ccicec 829.6 355,883 830.4 356,228 
"Vogue ........... 2,975.1 1,880,239 3,707.6 2,343,216 
Woman’s Day 609.8 261.618 510.7 219,076 


WOMEN’S 
— 1947—~ 1946 
1600 — 
4700 — 
4600 — 
4500 — 
WEEKLIES 
—1947—~ 1946 
19,650 — 4000 — 
19.600 '— 3,900 — 
19,550 — 3.800 — 
14 500— 3.700 — 
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CANADIAN 


P 1947 . 


OUTDOOR 
— 1947—. 1946 


INAGE IN NATIONAL MAGAZINES 


1946— 


Pages Lines Pages Zines’ 

Woman’s Home 

Companion ..... 878.5 597,351 894.0 607,903 

Total Group ...31,411.7 15,223,507 36,123.9 18,172,014 

OUTDOOR 
American Rifleman 620.0 260,347 471.0 197,941 
Field & Stream... 957.0 410,628 982.0 421,183 
Fur-Fish-Game 286.2 122,766 264.4 113,424 
Hunting & Fishing 313.8 134,951 326.1 139,252 
Outdoor Life ..... 827.9 355,162 859.8 368,863 
i 7) re 262.7 112,702 238.4 100,129 
Sports Afield ..... 854.9 366,769 774.0 332,032 

Total Group .... 4,122.5 1,763,325 3,915.7 1,672,824 

YOUTH 
American Girl .. 159.9 68,625 167.3 71,775 
"Fe! 243.1 165,279 237.1 161,234 
Calling All Girls.. 299.1 127,602 331.1 133,029 
CRAM EEO cc weices 49.0 21,416 78.5 33,016 
Open Road ....... 160.0 68,919 157.0 66,848 
Seventeen ........ 1,421.9 966,907 1,774.7 1,206,821 

Total Group .... 2,333.0 1,418,748 2,745.7 1,672,723 

COMICS MAGAZINES 
8Calling All Boys. 16.4 6,458 43.0 16,394 
Famous Funnies.. 61.3 23,736 84.0 32,508 
National Comics 

Oo ee eee 167.5 63,315 143.0 53,054 
Polly Pigtails 60.1 24,339 84.4 34,164 
bTrue ‘Comics 55.5 21,464 51.9 19,754 

Total Group .... 360.8 139,312 406.3 155,874 

WEEKLIES 
American Weekly. 861.2 861,165 837.6 837,600 
Business Week ... 3,401.9 1,428,801 3,596.9 1,510,714 
Christian Advocate 252.0 105,829 212.2 89,131 
og erry 2,546.3 1,731,409 2,535.5 1,724,113 
Re ares 1,124.6 482,466 1,374.0 589,461 
err 434.6 186,431 397.1 170,353 
NE eta Wein oh 299.1 314,012 409.6 328,644 
TEEPE sha cisasen 578.2 248,032 1,097.1 470,667 
a ee 3,911.0 2,659,595 3,551.0 2,414,680 
Mr Wiavebdsaause 1,047.0 711,952 928.9 631,651 
Newsweek ....... 2,7881.1 1,170,995 3,143.3 1,320,168 
New York Times 

Magazine ...... 1,742.4 1,481,073 1,690.6 1,437,083 
New Yorker ...... 3,210.5 1,377,815 3,159.0 1,355,211 
5Pathfinder ....... 364.6 156,502 386.0 165,529 
er 258.0 219,801 271.0 194,184 
Saturday Evening 

PG bebweass va 4,449.1 3,025,410 4,033.5 2,742,792 
Saturday Review 

of Literature... 586.0 251,564 796.0 341,692 
Scholastic ........ 276.6 116,223 245.3 103,072 
*Sporting News... 294.7 315,313 292.8 313,345 
7This Week 

Magazine ...... 687.5 584,373 573.8 484,134 
eee 3,676.3 1,543,986 3,693.6 1,551,423 
United States News 1,528.3 641,898 1,921.0 806,799 

Total Group ....34,318.0 19,614,145 35,145.8 19,582,446 


*Not included in totals, 
aThirteen issues 1947; 12 issues 194 


6. 


Page size changed within past 2 years. 
bTwelve issues 1947; 10 issues 1946. 


ceTwelve issues 1947; 7 issues 1946. 
ing advertising June, 1946. 


Started accept- 


dStarted publication September, 1946. 
eForty-eight issues 1947; 84 issues 1946. 


tFirst issue June, 1947. 
{Sold as unit in 1946. 
iTwelve issues 1947; 


33 weekly 
monthly. 


*Twenty-three issues 1947; 22 in 1946. 


8Six issues 1947; 9 issues 1946. 


‘Fifty-two issues 1947; 51 issues 1946. 


‘Twenty-six issues 1947; 35 issues 


1946. 


issues 1946, four 


61946 figures include 61,922 lines of advertising +! 


special anniversary edition in October. 


Twenty-one issues 1947; 52 issues 1946. 
CANADIAN 
aCanadian Home 

. | 565.9 384,789 548.3 
Canadian Homes & 

oe Brrr 652.2 438,258 541.2 
Chatelaine ....... 619.2 421,078 595.1 
re 407.9 174,966 407.2 
Maclean’s ..... 887.8 603,672 863.6 
Mayfair ..... ; 901.7 605,971 949.6 
National Home 

Monthly 388.8 264,351 429.6 
New World ...... 364.2 247,623 390.7 
Revue Moderne, 

RS a 347.3 236,174 381.7 
Revue Populaire, 

es eudeus 00 5 dS 414.1 289,889 394.3 
Pee Be iavscve 460.4 322,257 465.5 

6,009.5 3,989,028 5,966.8 


Total Group .... 


a Eleven issues 1947; 
Canadian National 
(Rotogravure Linage) 


12 issues 1946. 


Weekend Newspapers 


EMEED. xceventes 466.3 466,335 445.6 
oP... eee 523.9 523,968 477.2 
Montreal Standard 6514.7 514,740 471.9 
Star Weekly ..... 757.3 719,458 709.2 

Total Group .... 2,262.2 2,224,501 2,103.9 


445,67 
477,20 
471,87 
673,784 


2,068,526 
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[linois Media 
Jcin to Promote 
T affic Safety 


¢ acaco—An Illinois All-Media 
Tr: fic Safety Public Information 
Co: mittee to help implement the 
wo < of the National Safety Coun- 
cil .nd the Advertising Council in 
the field of traffic safety in Illinois 
was set up here Wednesday at a 
meciing sponsored by the Illinois 
Junior Chamber of Commerce. 

Named temporary chairman of 
the committee is Robert Pope, 
Champaign attorney who is chair- 
man of the Junior Chamber’s 
safety committee. Temporary sec- 
retary is Art Harre, WJJD, Chi- 
cago. Represented on the com- 
mittee are the state’s newspapers, 
including weeklies and commun- 
ity papers, radio stations, outdoor 
plants, transportation advertising 
interests, movies and industrial 
publications. 

Purpose of the committee is to 
secure the cooperation of all ad- 
vertising media in the state in 
carrying out the National Safety 
Council’s “Operation Safety,” a 
continuing traffic safety program 
with monthly changes in theme 
and emphasis, at the “grass roots” 
local level. 


National Deaths Decline 


A state traffic safety congress 
was held in December, 1946, and 
given a mandate to create a per- 
manent, rather than a short-term 
program in the safety field. The 
media committee, which also is to | 
be a permanent, continuing body, | 
will work in the field of public in- | 
formation, which safety officials | 
call one of the prime bottlenecks | 
to reduction of highway accidents. | 

At the meeting, which was pre- | 
sided over by Gen. W. E. Guthner, | 
executive secretary of the Illinois 
Traffic Safety Commission, Sgt. | 
Harry Berlin, traffic safety section, | 
Illinois State Police, reported that | 
there were 32,500 traffic deaths | 
throughout the nation in 1947, | 
which is a reduction of 1,200 from 
1946, and a reduction of 7,469 from | 
1941, although mileage during the | 
year was estimated at 10% greater 
than 1946, and 12% greater than 
1941. The 1947 death rate is esti- 
mated at between 8.5 and 9 per 
million miles traveled, the lowest 
since figures have been kept. 


Illinois Deaths Increase 


While this national figure is en- 
couraging, the Illinois picture is 
not so good, Sgt. Berlin reported. 
For the first 11 months of 1947, 
there were 1,730 traffic deaths in 
llinois, an increase of 5% over 
1946, even though the ’47 figure is 
4% below 1941. The death rate 
per million miles traveled is about 
83 in Illinois, he said. While this 
is about the national average, it is 
considerably higher than the rate 
for most adjacent states, Sgt. Ber- 
lin said, pointing out that the 
lowa rate is 5.9. 

The media committee scheduled 
another meeting for Jan. 27, at 
Which definite plans for carrying 
the safety information message to 


wr pedple of the state will be 
aid, 


Kyle Leaves Green 

Roy E. Kyle, advertising man- 
ager of W. A. Green Company, 
Dallas department store, since 
1923, has resigned to join Fergu- 
Son Advertising Agency, Dallas, 
eS an account executive. Lois Hale 
has been named to succeed Mr. 
Kyle as W. A. Green advertising 
Mar iger. 


ppoints Parsons 

B. J. Parsons, formerly advertis- 
4g manager of Outdoorsman, has 
named western advertising 
iger of Hunting & Fishing, 
icago. He succeeds Bill Kline, 
has returned to the home of- 
in Boston in another execu- 
capacity. 
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Parents’ Establishes 


New Comics Division 

Parents’ Institute, New York, 
has announced a new service, the 
Promotional Comics Division, 
which will produce advertising 
and public relations comics for 
sponsors. In the past, the insti- 
tute has produced special comics 
for American Viscose Company, 
Standard Oil Company of New 
Jersey, International Shoe Com- 
pany, Westinghouse Electric Cor- 
= and U. S. Time Corpora- 
ion. 

Parents’ also publishes 10 comic 
magazines, with a combined 
monthly readership of 10,000,000, 
among them True Comics. 


Sweeney Joins Gardner 
Charles Sweeney, formerly a 
member of the industrial and pub- 
lic relations department of Mon- 
santo Chemical Company, has 
joined the New York, copy staff 
of Gardner Advertising Company, 


‘Tribune’ Family 
Spends $24.44 
Weekly on Food 


New YorkK—The average New 
York Herald Tribune family 
spends $24.44 per week on food, 
the paper reports in its fifth bi- 
ennial “Continuing Home Study.” 

The food outlay of the Tribune 
family is well distributed over 
the middle and upper spending 
brackets, with 69% spending $20 a 
week and upward, and 79.5% 
spending $16 and upward. 

Atlantic & Pacific, Maxwell 
House, Beech-Nut, Martinson’s 
and Ehler’s led the regular coffee 
list and Nescafe and Borden’s 
headed the list of instant coffees 


preferred. 
First choice in brand pref- 
erences included Lipton tea, 


assigned to the Monsanto account.| Quaker Oats, Jell-O, Birds Eye, 


Rinso, Coca-Cola, Lux (toilet 
soap), Bab-O (scouring powder) 
Brevers ice cream, Dole canned 
fruit, Campbell’s canned soups, 
and Swansdown cake flour. 

The complete study may be 
obtained from the Herald Tribune 
Information Service, Department 
GB, 230 W. 41st St., New York 18. 


Appoints Donald Smith 

Donald H. Smith has been ap- 
pointed advertising manager of 
the Labor Herald of the Southern 
Tier, new labor publication, with 
headquarters in Binghamton, 
N.. x. 
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*XYOUR DIRECT MAIL* 


the day you want it 
the way you want it 
ese 


Direct Mail Specialists 
eee 
Maing? “oladdrening 


@ Addre raph Lists 
= Varltyper Compediiien 


CALDWELL 


LETTER SERVICE 
5 WEST ONTARIO STREET 
fy he 8154 Chicago *« 


~COUNTER 


“CONVENTION ANDEXKH/BIT 
OOTHS AWD DISPLAVS 


Prine of Sal 


DISPLAYS 


Phone 


CHICAGO ADVERTISING DISPLAY CO. § 


N 37 No. Wacker Drive .. 


SSSSS SESS 
=~ 


- « Chicago 6, Ill. ; 
Franklin 6957 u 


“GC” MEANS COVERAGE 


WSIX gives more than adequate coverage 
to build your sales. BMB Study No. | shows 
its 5000 watts on 980 kilocycles give radio 


home penetration of 25% or over in 48 rich 
Middle Tennessee counties, with 80% or 
more radio home penetration in || of these. 
Complete BMB audience information by 


counties available on request. 


9,000 WATTS + 980 KC 


of! 


=. — = — 


T m1 nin | TENNESSEE 


THHHE- 


AMERICAN- MUTUAL 


*. Capital City 


The Nashville area flies 


. 3 
j share of a buying audience 
in the Nashville trade area at 


a rea 


“M” MEANS THE MARKET 


all the signals of a 


strong market: a wide range of stable indus- 
tries for steady employment; over 356 mil- 
lion dollars spent yearly in retail stores alone 
for quality products that could be yours. 


MEANS ECONOMY 


WSIX delivers your 


sonable cost per listener. 


Represented Nationally by: The KATZ AGENCY, INC 
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: 27th to 19th place. 
SoundScriber Promotes Bergen, Benny Among daytime shows, Right to 
Four Executives |'Happiness and Backstage Wife, 


Eugene E. Bishton, formerly in Move Up In New ‘which were 2,1 in the rankings 
charge of SoundScriber’s distribu- last time, have switched to 1,2. 


tor operation, and David L. Bacon, Nielsen Ratings Jack Armstrong (alternate spon- 


f r vice- ident of the Greist ; ; 
i Guseeny, Rew Pavan. mg Cuicaco—Edgar Bergen’s Chase |Sorship of General Mills and 


have been elected to the board of |& Sanborn program moved up/|Derby Foods) jumped from 39th 
directors of the SoundScriber Cor-|three points in the Nielsen Radio|to 14th place and landed in the 
poration, New Haven, as vice- Index for total audience for the| top group for the first time, while 


president in charge of sales and| week of Dec. 7-13, as compared|One Man’s Family (Standard 
vice-president in charge of engi-| with the previous period, and|Brands) moved up from 14th to 
neering and production, respeC-| thereby advanced from eighth to| fifth place. 


—. J. McKeon. former as- fourth position in the standing. The Dec. 7-13 Nielsen ratings 
sistant sales promotion manager| An even larger gain—4.6 points show little change in total radio 


of the company, has been ap-|—moved Jack Benny’s Lucky | usage from the last report. Aver- 
pointed director of sales promo-| Strike show to seventh place, from | age radio usage per home per day 
tion and advertising, succeeding|a previous ranking of 16th, while | W@sS 4.9 hours, slightly lower than 
L. E. LaGanke, who has taken|pgG’s Life of Riley, picking up|the last report, but 6% higher 
over the SoundScriber distributor- | 3 5 points, moved from 19th to than the corresponding period a 
ship for southern Ohio. Russell B.| 1941, place. year ago. 

Fritz, former office manager, has | Pp : 


: | Newcomers in the top 20 in- 
been Promoted to executive as-| tude Wildroot’s Adventures of B 7 
‘Sam Spade, which moved from| 2UINS ransfers 


’ 37th to 13th place, This Is Your; John L. Burns, a partner of 
‘Salute Moves . ‘FBI, Equitable Life show which Booz, —- =“ pa vo 0 
caaiuie: magazine, formerly. 10-| moved trom 40th to 17th place, [eM consultant, has transferred 
has moved its office to 15 W. 44th|and Colgate - Palmolive - Peet’s) pany’s Chicago office to New York 
St. |Blondie, which advanced from | City. 


SOUTH’S GREATEST MARKET 


A lead punch with the right follow-through pays off for 
advertisers as well as fighters. 


Advertisers who follow the powerful morning punch Times- 
Picayune with the influential evening punch States are 
earning greatest profits in the South’s greatest market. 


It actually costs you less money per reader to advertise in 
the morning-evening combination Times-Picayune —New 
Orleans States than in any other combination of media in 
the responsive postwar New Orleans market. 


Times Picayune daily .. 156,552 
States daily ....... 87,469 
ee 257,857 


THE TIMES-PICAYUNE 
NEW ORLEANS STATES 


Member A. N. A. Network Representatives: Jann & Kelley, Inc. 
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Nielsen Figures on Top-Rated Shows 
Week of Dec. 7-13, 1947 


All figures copyright by A. C. Nielsen Company 
EVENING, ONCE-A-WEEK, 15-60 MINUTE PROGRAMS 


Total Audience | Average Audience 
= at eS sS8 i L ss as £8 
8é ac Program Ge ao ae ac Program Se 
1 eo i eee 30.9 —1.6) 1 © WO ie lhe sisccnseas 24.4 949 
2 3 Fibber McGee ............. 30.3 +1.1| 2 el. RS ere 24.3 09 
3 a TT ere 28.4 —1.9 | 3 ee  } a ere 23.1 —97 
: 8 Chase and Sanborn.......... 27.1 +3.0) 4 7 Chase and Sanborn......... 22.8 +3, 
5 . - eae 26.5 40.8) 5 Bk | eee 21.7 +02 
6 -e * ere: 26.1 0.0) 6 2... 2 Peeesey 21.6 —1; 
1 ie eae 26.0 +46) 7 6 Truth or Consequences...... 21.5 +17 
8 -. 2 eee 26.6 +2.1/ 8 12 Jack Benny ............... 20.3 +25 
3 6 Truth or Consequences...... 25.6 +08) 9 14 Fitch Bandwagon .......... 19.6 31 
ia eS’ OS Ceara: 24.3 +3.5/10 10 Fred Allen ................ 19.5 +1) 
11 11 Fitch Bandwagon .......... 24.1 +1.5/ 11 i. US hc Sl eee, 18.6 i25 
12 at het Re rae 22.3 +0.4 | 12 8 Mr. Dist. Attorney......... 18.6 —o, 
13 NR Adv. Sam Spade............ 22.1 +4.7 | 13 16 Godfrey’s Scouts .......... 17.8 its 
14 14 Date with Judy............. 21.9 0.0)14 NR Adv. Sam Spade............ 17.3 +3) 
15 12 Mr. Dist. Attorney......... 21.8 —0.5 | 15 Je | U6 ear 17.2 —9) 
16 15 Godfrey's Scouts .......... 21.7 +0.2/)16 NR This Is Your FBI.......... 17.1 +45 
a SU UG OS, eee 21.6 +4.6 | 17 18 Mr. and Mrs. North........ 17.1 +45 
18 10 Your Hit Parade........... 21.5 —1.6,18 NR Blondie ................... 16.9 +2) 
Te RR re 21.3 +2.4 | 19 13. Aldrich Family ............ 16.9 —9; 
20 NR Mr. and Mrs. North........ 21.0 +1.1|20 NR Jergens Journal .......... 16.2 +15 


EVENING, 2 TO 5 A WEEK, 5-30 MINUTE PROGRAMS 


rs ey ee ever 18.3 +1.3) 1 i eee epeen eee 14.2 413 
tp 2 Bill Henry News........... 12.8 =a6| 2 2 Bill Henry News............ 11.8 —93 
| 3 S FIED. onccdccessaces 12.1 —0.8| 3. NR Ned Calmer News........... 9.5 +03 
| 
| DAYTIME, 2 TO 5 A WEEK, 15-30 MINUTE PROGRAMS 
| 1 2 Right to Happiness......... 1.7 +1.3] 1 2 Right to Happiness......... 10.7 1.5 
Z. t Beek Stage Wite......0..0. 11.7 +10) 2 1 @ackstese Wife ............ 10.6 +13 
3 6 When Girl Marries.......... 10.7 +05) 3 5 When Girl Marries......... 95 04 
4 - ere 10.7 +04) 4 cf errr 95 04 
5 | 2 eer: 10.6 +1.5) 5 Ce POD ice ccsicccss 9.2 413 
| 6 3 Young Widder Brown....... 10.4 0.0 6 3 Young Widder Brown....... 9.2 +01 
| 7 7 Our Gal, Sunday........... 10.2 +0.2| 7 6 Our Gal, Sunday........... 9.2 05 
| 8 9 Arthur Godfrey ............ 10.1 +06) 8 11 Lerenze Jones ............. 8.5 04 
| @ 0 Uevense domes ............. 99 +05) 9 I ting hacaikeds 8.4 01 
| 10 8 Portia Faces Life.......... 9.8 +0.2/ 10 10 Portia Faces Life...... -- 63 +01 
/ 11 eh By EC ree 9.8 +0.6/ 11 13 Ma Perkins (CBS)......... 83 104 
| 12 i»  . Jeary 9.4 0.0 12 8 Rom. Helen Trent.......... 8.0 —03 
| 13 5 Wendy Warren ............ 9.4 —0.9 | 13 9 Wendy Warren ............ 7.9 —€3 
1/14 NR Jack Armstrong ............ 9.2 +1.9 | 14 Sa eee 79° «600 
| 15 15 Ma Perkins (CBS)......... 9.1 -+0.1 | 15 Fe * | a 7.7 +62 
DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES 
1 3 True Detective Mystery..... 15.9 +2.6) 1 a fee 4 
| 2 “> i. eee 15.2 aE 2 True Detective Mystery..... 12.1 +13 
| 3 UY See 14.6 +1.4| 3 NR Quick as Flash............. 9.7 +06 
|B. CR Gees TROVE once cccccse 13.9 +1.6| 4 NR David Harding ............. 9.7 +07 
| S NR One Man's Family.......... 12.8 +3.6| 5 NR House of Mystery........... 9.3 +12 


| NR—Not ranked in preceding report. 


Issues Book on PR 


| Funk & Wagnalls Company, on Life Insurance 

New York, will issue this spring | ‘ 2 : 
a manual ‘of the principles and | jew York. has. issued the 19 
techniques of public relations en- | ut ife Insurance Fact Book.” d 
titled “Your Public Relations—| i°nea for reference use by son 
the Standard Public Relations gents writers edities and a 
iy Gisun and tenay Cite. & ee.) | interested in background material 
Griswold, editors of Public Rela- | Concerning life insurance. Copies 


‘ ‘ be obtained from the insti- 
tions News, with chapters by Viewed 
public relations experts. tute, 60 E. 42nd St., New York. 


Kogos Appoints Rose Y&R Promotes Potter 


Robert Rose, former advertising | Elliott E. Potter, formerly 
representative for the Frederick |28°"¢y manager of Young & Rubi- 
Kogos Publishing Company, New |¢2™, Los Angeles, has been named 
York, has been appointed business | Vice-president and manager of 
manager of the three Kogos pub-|the agency’s Detroit office. He 
lications, Apparel Manufacturer,|succeeds George W. Davis, who 
Apparel Markets yearbook and/|has resigned to enter another line 
| Suppliers’ Register, a directory. of business. 


| 


Publishes Fact Book 
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Circulation Story: 
{8 Magazines Have 


Over 1,000,000 


Nearly Double 1941 
Total; Comics Groups 
Swell Total 


New YorKk—There are now 48 
magazines in the select circle of 
1,000,000 plus circulation, accord- 
ing to Magazine Advertising Bu- 
reau. Based on circulation reports 
of June, 1947, the select group in- 
cludes 12 comics groups, two pulp 
groups, and one store-distributed 
magazine. 

This tabulation omits news- 
paper-delivered magazines; as of 
March 31, 1947, The American 
Weekly had 9,357,277, This Week 
Magazine had _8,632,922 in its na- 
tional edition (24 newspapers), 
and Parade had 4,501,892. 

For the first time, there are 11 
magazines—including four comics 


groups—in the 3,000,000 plus 
bracket. These are: 
Life, 5,352,868; Ladies’ Home 


Journal, 4,611,462; Fawcett Comics 
Group, 4,462,093; National Comics 
Blue, 4,218,868; National, Comics 


by recalling that in 1941—before 
the mushrooming of the comics, 
and when Life was a puny 3,317,- 
235—there were only 29 maga- 
zines with circulations of more 
than 1,000,000. The war-born 
reading boom and the rising in- 
come level did a lot for maga- 
zines—and for other media as well. 

In 1930, when Life meant 
humor, there were only 28 maga- 
zines in the 1,000,000-plus circle. 
And only one magazine was to 
make the grade in the next 11 
years. 


Appoints DeLaney 

James DeLaney has been named 
public relations assistant of the 
Empire State Association of Com- 
merce, with headquarters in Al- 
bany. 


— 


‘47 NAS Billings 
in Weekly Papers 
Reach $1,286,602 


Cuicaco—Newspaper Advertis- 
ing Service’s Chicago office rolled 
up $118,627 worth of billings dur- 
ing December, 1947, pushing total 
billings for the year to $1,286,602, 
a $300,000 increase over 1946. 

NAS, an affiliate of the National 
Editorial Association, acts as pub- 
lishers’ representative for nearly 
5,000 weekly papers. The Decem- 
ber billings consisted of 49 blanket 
insertion orders on 62 accounts in 
43 states, and came from 36 dif- 
ferent agencies. _ 

In his report, Don Eck, NAS 
treasurer, indicated that the larg- 


est account handled during the 
month was the U. S. Brewers 
Foundation drive, with a total ex- 
penditure of $25,762. 


Name La Roche & Ellis 


Warner Bros. Company, Bridge- 
port, Conn., maker of foundation 
garments, and Parade Publica- 
tion, New York, have named La 
Roche & Ellis, New York, as their 
agency. Warner’s account was 
previously handled by J. C. Bull, 
Inc., and Parade’s by Harry Hay- 
den Company, both of New York. 


Kaiser Names Howard 


Alfred D. Howard, who joined 
the company last spring, has been 
appointed general sales manager 
of Kaiser Fleetwings Sales Cor- 
poration, Oakland, Cal., and Bris- 


tol, Pa. Mr. Howard, formerly 
assistant sales promotion manager 
of Servel, Inc., Evansville, Ind., 
will supervise the sale of Kaiser 
dishwashers. 
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PEOPLE LIVE WITHIN 


15 MILES of 
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Red, 4,173,048; The Saturday Eve- 
ning Post, 3,961,510; Marvel Com- 
ics Group, 3,762,026; Woman’s 
Home Companion, 3,708,286; Mc- | 
Call’s, 3,600,424; Better Homes & 
Gardens, 3,142,915, and Good 
Housekeeping, 3,068,449. 


Others Move Up | 


This group will shortly be joined | 
by others, with both Collier’s (2,- | 
846,582 in June, 1947) and Ameri- | 
can Legion Magazine (2,090,685) 
reportedly ready to announce cir- 
culations in excess of 3,000,000. 

The 2,000,000-plus bracket in- 
cludes 17 magazines, among them 
five comics groups. These include | 
Woman’s Day, 2,931,474; Collier’s; 
Farm Journal, 2,633,121; Popular 
Fiction Group, 2,583,825; Quality 
Comics Group, 2,573,975; Harvey | 
Comics Group, 2,573,490; Look, 
2,558,331; American Home, 2,457,- 
628; American Magazine, 2,440,- 
553; Thrilling Comics Group, 2,- 
360,336; Thrilling Fiction Group, 
2,252,562; Country Gentleman, 2,- | 
235,826; True Story, 2,127,940; Lev | 
Gleason Comics Group, 2,113,563; | 
Cosmopolitan, 2,104,094; American 
Legion Magazine, and Household, | 
2,030,515. | 


Copies Go to Members 


Three of the magazines listed | 


are related to organizations— | 


American Legion Magazine, Na- | 


tional Geographic Magazine, 
whose subscribers must be mem- 
bers of the National Geographic | 
Society, and Foreign 
Which goes to members of the 


Veterans of Foreign Wars. 
The 20 magazines of more than | 


1,000,000 circulation include three 


Comics groups, the news maga- | 
zines,“ movie fan magazines and 


farm publications. They are: 
Redbook, 1,800,000; National 
Geographic Magazine, 


Service, | 


1,637,111; | 


“How can Spot Movie ads sell my product— 
and which theatres should | choose?” 


Spot Movie ads sell with sight, sound, color and demonstration in films of 
40, 60 or 80 seconds, to moviegoers in any or all of 11,250 theatres in the U.S. }_} 
And if you'd like to see the Ward Baking film and others for various 4 
advertisers, call Movie Advertising Bureau's nearest office for a 


convenient screening. 


A Continuing Study, exclusive with Movie Advertising Bureau, makes data 
available on about 17,930 theatres throughout the U. S., so you may select 
the best buys from the 11,250 available for spot movie ads. Quality rating of 
theatre, sales location, buying power—dall the facts you need are in the Study 
—so you may choose as few or as many theatres as you need —in markets of 
any size. You may book a campaign of full national scope; or, if you 
prefer, order a test campaign at surprisingly little cost. The Bureau will 
handle as much of scheduling, planning, script writing, production 
and distribution as you request. 


True Confessions, 1,607,665; Time, | 


186,015; Liberty, 1,570,469; For- 
ein Service, 1,435,351; Premium 
omics Groups, 1,349,440; Capper’s 
rmer, 1,338,997; Successful 
rming, 1,222,559; Archie Com- 

1,135,324; Photoplay, 1,126,- 
3; United Feature Comic Group, 
‘89,862; True, 1,061,877; Par- 
ts’ Magazine, 1,046,688; South- 
t Agriculturist, 1,028,490; Popu- 

Mechanics, 1,027,410; Path- 
der, 1,020,476; Progressive 
rmer, 1,008,227; Modern Screen, 
05,801, and Seventeen, 1,003,- 
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List Sprouts Quickly 
(he spiraling growth of maga- 


Zz 


Ssooononneeee8 


€ circulations is best visualized | 


second movie ads 


MOVIE ADVERT! 


EASTERN OFFICE: 70 Eost 45th 
MID-WEST OFFICE: 333 North Mic 


C2. e oon os ono oo see ee 


Of course you’ve been héaring about the way big 
agencies have taken up Spot Movie ads and are shooting 
them into selected markets. You’re probably thinking: 


Write for the 16-PAGE STORY of Movie Ad- 
vertising Bureau’s exclusive CONTINUING 
STUDY OF THEATRES for Movie Advertising. 
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Member Compantes: 
UNITED FILM SERVICE, INC.: KANSAS CITY - CHICAGO ~ CLEVELAND 
WOTION PICTURE ADY. SERVICE CO., INC: NEW ORLEANS - WEW YORK « BIRMINGHAM» ATLANTA. MEMPAIS 


Representatives throughout the 48 States 


NG BUREAY 


Street, New York 17, N.Y. * Phone MUrray Hi1) 6 
higon Avenue, Chicago 1, Ill. « Phone ANDove, P44 
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Eleven Join ABC 


The Audit Bureau of Circula- 
tions has added the following na- 
tional advertisers to its member- 
ship: Avco Mfg. Corporation, 
New York; Bellows & Co., New 


York; Columbia University, New | 
York; Phillips Petroleum Com-| 


pany, Bartlesville, Okla.; Serutan 
Company, Newark; John B. Stet- 
son Company, Philadelphia; Stit- 
zel-Weller Distillery, Louisville; 
Tampax, Inc., New York; Textron, 
Inc., New York; Westclox divi- 
sion of General Time Instruments 
Corporation, LaSalle, Ill., and Wil- 
son & Co., Chicago. 


Jacobson Names Green 
Roy M. Green, formerly with 


Devoe & Raynolds Company and | duct surveys of buying habits or | advertisers 


Reiss Advertising, has been 
named advertising and sales pro- 
motion manager of Jacobson & 
Co., New York, contractor for ac- 
oustical ceilings, floors and par- 
titions. Richard D. Rothschild, 
advertising manager, has joined 
the flooring sales department. 


Business Papers’ 
Aid to Advertisers 
Told in Survey 


New York—Deutsch & Shea 
last week reported that of 202 
| business papers in: 68 fields ,ex- 
amined in a study, 91.1% provide 
merchandising assistance to ad- 
| vertisers. 

The agency survey shows that 
access to market data is a leading 
|activity: 63.4% make trade sur- 
iveys, 57.4% ° make analyses of 
|published statistics pertaining to 


| 
/consumer surveys, and 69.3% con- 


| business conditions in the markets 
covered. 

Sales promotion material in the 
| form of counter cards for retailers 
| is provided by 11.4%, folders for 
|mailings by 11.9%, and reprints 
|of advertisements by 57.4%. 
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This drawing made 
on pattern No. 209 
and reproduced 
actual size. 


HIGHLIGHTED HALFTONE EFFECTS 
AT STRAIGHT “‘LINE’’ ECONOMY... 
Craftint Doubletone is the magic-like drawing pa 


shading screens processed into each sheet. With ¢ 
Craftint developer the artist can instantly “bring-up” these shadin 


the way and places he wishes them to 
reproduces as straight line work —a distinct 


ny with two separate 

e quick application of 
tones in 

appear. Finished Beubletene art 

saving in both engraving cost and 


art time. @ Write today for pattern chart, sample kit and additional information. 


THE CRAFTINT MANUFACTURING COMPANY 


1227 EAST 152nd STREET ° 


CLEVELAND 10, OHIO 


Crarlint DOUBLETONE “2° 


Lists of dealers are provided by 
27.7%, While 53.9% address ad- 
vertisers’ mailings to lists not re- 
leased by the publisher. 


Majority Refer Inquiries 


Some 85.6% of the publications 
refer dealer inquiries direct to 
advertisers, while 77.7% recom- 
mend advertisers to dealers seek- 
ing sources of supply. A sizable 
bloc (62.9%) assists advertisers 
in setting up distribution, with the 
same per cent recommending 
qualified jobbers and distributors. 
Another 28.7% maintain an em- 
ployment service to provide sales 


bought per dollar. 


the particular field, 29.7% conduct | trjputors. 


personnel for advertisers and dis- 
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i 
Research libraries for the use of i 
are maintained by j 
43.1%, and 7.28% provide research / 
assistance to advertisers in locat- j 
ing data. 

Other services offered include j 
regular market letters to adver-| } 
tisers, special bulletins by tech- j 
nical experts on new uses of ma- 
terials, lists of manufacturers’ rep- j 
resentatives, a field photo service | } 
which enables advertisers to have j 
photographs made of their prod-| ; 
ucts in use in locations throughout } 
the U. S., and sales forums spon- i 
sored and supervised by the pub- j 
lications. 
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than sheer selling power. 
memory of the inhabitant of this Corner, since a full-page 
newspaper ad has been employed so effectively as this 


Topics Publishing 
Shifts Three Men 


Harrison S. Fraker, former rep- 
resentative of Food Topics, New 
York, has been appointed direc- 
tor of industry relations for Topics 
Publishing Company, publisher of 
Drug Topics, Drug Trade News, 
Food Topics, Food Field Reporter 
and Drug Topics-Red Book. He j 
will be in charge of the company’s 
trade relations among food and 
drug product manufacturers, 
wholesalers and retailers. 

Edward D. Duncan, for the past 
26 years field manager for Drug 
Topics, Drug Trade News, Drug 
Topics-Red Book and Food Field 
Reporter, has been appointed man- 
ager of all Topics Publishing 
Company properties in Ohio, 
Michigan, Kentucky, West Vir- 
|ginia and western Pennsylvania; was run in 35 newspapers re- 


and New York. Charles D’Huy- cently by the Firestone Tire & 
vetter, former New England rep- Rubber Company. 


resentative of Topics Publishing, | : : 
has been appointed southern man- | Written by Harvey 8. Firestone 


: Jr., president, it points to the ad- 

+d iy fo oad with head- vantage enjoyed by the American 
Pl ES A people at the start of this year. 

Cohan Moves Office The ad carried no illustration or 
The Arnold Cohan Corporation, | variation of type—except for 
|New York agency formerly located | heading, subheads and signature. 
at 1860 Broadway, has moved to| ‘As we enter into the new year 
| 101 W. 55th St., New York. /of 1948, one fact becomes crystal- 
clear,” it begins. “Divine Provi- 


one. 


Harvey Firestone 


in 35 Newspapers 


Axron—A 1,700-word full-page 


NO 
END MAN? 


‘dence certainly smiled kindly on 
'us when we became Americans. 
|Mathematically, our chances of 
|'being born in the United States 
/were only one in 16. And all of 
|us know that today, except in a 
|'few rare cases, the plight of the 
‘other 15/16ths_ is 
tragic.” 


Must Help Europe 


! 

| 

1 

| 

l 

| 

| 

| 

1 

1 

| 

| Mr. Firestone declares that we 
| cannot ignore Europe’s appeals to 
our humanitarian instincts and 
| “therefore, through the principles 
| 

| 

| 

| 

l 

| 

| 

! 

| 

| 

! 

| 
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of the Marshall Plan, we are con- 
sidering ways to make up the de- 


| ficit between what these people 


| years.” 

The U. S. has become prosper- 
ous for four reasons, he writes: 
(1) the nation has enormous 
natural wealth; (2) we have had 


'no powerful neighbors to threaten | 


our security; (3) we have a bet- 


downright | 


ACTUAL SIZE<c b-i-g 20 by IS inch picture. “ 


It has been a long time, in the 


If—as a small but well-known New York advertising 
agency announced not so long ago in one of its house ads 
—demonstration is the surest form of selling, then this 
Philco ad should prove a dilly. 

This is using space with a high sense of imagination and 
a sound sense of salesmanship. 
Year in this Corner’s rarely enthusiastic opinion. 


Advertising Age, January 19, 149 
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the Creative Wan? Corner 


Repeated studies have shown that full pages—in either 
newspapers Or magazines—are not necessarily the most 
economical unit of space, on the basis of most readers 
The additional cost per reader, how- 
ever, is usually justified on the basis of “greater impact” 
or “greater merchandisability to dealers.” 

This Philco full-page newspaper advertisement may not 
prove most economical on a reader-per-dollar basis—but it 
certainly doesn’t need justification on any other grounds 


#%. 


{ 
] 
] 
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It rates as the Ad of the j 
/ 


. 
tr i i i i ee ~/ 


, Show that the vast majority of our 
|population is the beneficiary of 


Runs Editorial Ad ‘* *™ 


Harriman to Speak 


Secretary of Commerce W. 


statement on “The American Way” | Averell Harriman will be the prin- 


|cipal speaker at the 11th anni- 
| versary dinner of the National As- 
sociation of Public Relations 
, Counsel in New York Feb. 3. The 
| 1947 Public Relations Award will 
|be presented at that time to Paul 
| Weeks Litchfield, chairman of the 
|board of the Goodyear Tire & 
|Rubber Company; Conger Rey- 
/nolds, public relations director of 
| Standard Oil Company (Indiana) 
and Glenn and Denny Griswold, 
publishers of Public Relations 
News. 


‘Herald’ Promotes Staff 


Harold G. Long, managing edi- 
tor of the Herald, Lethbridge, 
Alta., has been appointed to the 
newly-created position of general 


manager. Hugh Buchanan, 
younger son of the Herald’s pub- 
lisher, Sen. W. A. Buchanan, has 
been named assistant general 
manager; Charles R. Matthews, 
chief accountant, becomes sec:e- 
tary and treasurer of the Leth- 
bridge Herald Company Ltd., and 
Hugh Mahon, local advertising 
solicitor, becomes advertising 
manager. : 


/can produce themselves and their | 
actual needs for the next few, 


We play our program straight in Better 
Homes & Gardens. Our 100% service, 
cover to cover. screens out the folks 
looking for aimless amusement, screens 
in the readers who are intensely in- 
terested in better living. That totals 
more than 3,000,000 families, hus- 
bands and wives, whose buying into 
the rich 


business for you. Are you getting it? 


billions every vear means 
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ter system of government, and (4) 
we created an economic system 
,which brought to us a better way 
of life. 
| Many people overseas, he says, | 
/cast longing eyes at us but fail to | 
‘see that they should follow the 
| American way for their own pros- | 
| perity. | 
Much of the ad attempts to} 
/show the errors of criticism of the 
free enterprise system, which he 
admits can be improved, and to 
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Car Makers Turn 


Out 3,500,000 
Units in 1947 


Bigger Total May 
Be Ahead, Reports 
‘Automotive News' 


DetTroit—With General Motors, 
Chrysler and Ford accounting for 
93°. of the total, U. S. motor man- 
ufacturers turned out 3,555,927 
cars last year and may well ex- 
ceed the 4,000,000-mark in 1948, 
according to Automotive News. 

Both U. S. and Canadian car 
and truck production during 1947 
reached a peak of 5,053,989 units, 
second highest in history, the 
publication reports. Its annual 
tabulation shows a U. S. total of 
1,238,447 trucks, an all-time high. 
Canadian production of cars and 
trucks rose to 259,615 units. 

The United States total, said 
Automotive News, was the third 
highest in history, being more 
than 55% above the 1946 output 
and exceeded only by production 
in 1929 and 1937. 


Still Far From Record 


Though passenger car produc- 
tion in the U. S. last year was 
65% better than in 1946, despite 
steel shortages, it was 6% below 
the *41 total and far below the 
record year of 1929, when 4,587,- 
400 units rolled off the assembly 
lines, 

Canada’s ’47 output was its best 
since 1929, when 263,000 cars and 
trucks were built. | 

In U. S. car production, myewird 
Motors divisions kept out in front, 
with 40% of the total last year. | 
They turned out 1,439,238 units. 
Chrysler divisions, third in ’46, 
shaded Ford last year, with a total 
of 773,711 units. Ford was close 
behind, with 755,313. 


Kaiser-Frazer Fourth 


Kaiser-Frazer, turning on the 
heat, moved up ahead of Stude- 
baker, Nash, Hudson, et al, by 
boosting its 1946 output of 11,754 
to a hefty 144,490 units last year 
—placing it safely in the fourth 
spot in the industry. Its ’47 pro- 
duction, said Automotive News, 
figured out this way: Kaisers, 72,- 
465; Frazers, 72,025. 

General Motors’ units, the tab- 
ulation shows, accounted for 
40.47% of the industry’s output of 
cars last year. Chrysler units pro- 
duced 21.75% and Ford 21.24%. 
Kaiser-Frazer’s total was 4.06%, 
compared with .55% in the previ- 
ous year. 


Chevrolet Tops in Trucks 


Chevrolet division of General 
Motors kept out in front in truck 
production last year, with 335,930 
nits, 27.18% of the industry’s 
vutput. Ford was again second, 
with 247,928 units, or 20.02% and 
Dodge stayed in third place, with 
162,616 trucks, 13.13% of the total 
utput. International remained a 
lose fourth, with 153,011, or 
12.36%, while Studebaker almost 
‘oubled its production during the 
year, turning out 86,129 trucks, or 
6.96%, 

Willys-Overland stepped up its 
production of station wagons from 
5,533 in 1946 to 33,307 units last 
year, to account for .94% of the in- 
lustry’s total output. 

Vith postwar facilities already 
*x,anded and other plants under 
Wey, said the publication, “pres- 
*n indications are that U. S. and 
Canadian plants should be able 
‘o turn out between 5.5 and 6 mil- 
101 vehicles in 1948.” This total 
‘cludes more than 4,000,000 cars 
nt 1,000,000 trucks in this coun- 
‘ry, and 250,000 cars and trucks 
‘n Canadian plants. 


o 


Plans Fabric Drive 


Crown Fabrics Company, New 
York, through Fashion Advertis- 
ing Company, New York, has 
scheduled a campaign, the largest 
in its history, to promote the un- 
conditional washability of the 
company’s Soap ’n’ Water fabrics. 
The campaign will be built around 
the patented clothespin tag, which 
is applied to all manufacturers 
who use these fabrics. Outdoor 
advertising, consumer magazines 
and trade publications will be 
used. 


Greer Joins Taylor 


James A. Greer, formerly with 
Roche, Williams & Cleary, Chi- 
cago, has been named advertising 
and sales promotion manager of 
Taylor Forge & Pipe Works, Chi- 
cago. 


Ad Council 
Launches Drive 
for AOA-UNAC 


New YorkK—The Advertising 
Council will launch a public serv- 
ice campaign during the month 
of February for the American 
Overseas Aid. The drive has been 
approved by the United Nations 
and will run concurrently with 
the United Nations Appeal for 
Children. 

Proof sheets will be mailed to 
4,000 newspapers for insertion, 
and 180 network programs will 
broadcast appeal messages. The 
Ted Bates Agency, New York, is 
the volunteer agency and the vol- 
unteer coordinator is Stuart Pea- 


body, director of advertising, the 
Borden Company, New York. Ed- 
ward Royal is the staff executive 
for the council. 


Doniger Names Medvin 

Robert B. Medvin, formerly 
with Dorland, Inc., and Ohrbach’s 
department store, has been named 
assistant advertising manager of 
David D. Doniger & Co., New 
York, manufacturer of McGregor 
sportswear. 


Chicopee Promotes May 
Winston L. May Jr., former ad- 
vertising and _ sales promotion 
manager of Chicopee Sales Cor- 
poration, New York, textile sub- 
sidiary of Johnson & Johnson, has 
been appointed to the newly cre- 
ated position of vice-president in 
charge of all merchandising and 
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advertising activities of the com- 
pany. He has been with Chicopee 
for more than eight years and be- 
fore that was associated with B. 
Altman & Co., New York. 


OFFICE 
SUPPLIES 
To Latin America 
by using 
EFECTOS 

de ESCRITORIO 


retailers and 
oe Ss of capert, market. 
Write for “Your 


arket’’ booklet. 
250 FIFTH AVE., NEW YORK 1 


SAN 


\ ~ 
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BETTER GET A HORSE... 


Just as it takes the size, stamina and strength of the horse to 


PUBLICATION OFFICE: 


TULSA 1, OKLAHOMA 


LOS ANCELES, HOUSTON. 


carry the cowhand over the acres of a great ranch . . 
takes the size, stamina and strength of The Oil and Gas 
Journal to carry your advertising message over vast reaches 
of the great oil industry. The Journal has the SIZE. . . 23,004 
paid subscribers, the largest circulation of any oil publication 
in the world! It has the STAMINA. . 
of the entire industry, in every division. It has the STRENGTH 
... for it reaches the key men who buy or influence the buying 
of equipment throughout the industry. It pays to CONCEN- 
TRATE your advertising in The Oil and Gas Journal, where 
oil men CONCENTRATE their reading. 


THE 


OFFICES: NEW YORK. PITTSBURGH, CHICACO. 
ENGLAND, CANADA 


. So it 


. world wide coverage 


JOURNAL... AND 
YOU FOLLOW THE OIL INDUSTRY” 
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Appoints Malcher 


The Philadelphia Daily News 
has appointed Virgil Malcher as 


—. ae 
DE, P. F, WN. DABL = exclusive representative in De- 
troit covering automobile and na- 


: tional accounts in the state of 
Michigan. Mr. Malcher has been 
* nT connected with the Daily News 
«MA for the past 12 years. 
G 

* ADDRESSIN pale, Sa DES 
* FOLDI NG 
* MAILING 


Phone SUPERIOR 3160 


PREMIER LETTER SERVICE 


520 N. MICHIGAN AVE., CHICAGO 


Names A. B. Rupert 


A. B. Rupert, formerly industrial 
oil sales manager in Ontario for 
the British American Oil Com- 
pany, has been named sales man- 
ager of Consolidated Truck Lines 
*! Ltd., Toronto. 


Adams Asserts 
Free Enterprise 


Drive Is Blunder 


Declares Ad Council 
Offers Advertisers 
Unsound Advice 


Detroit — “The Advertising 


Worcester, long the market of 
diversified industries, with over 600 
different plants, is now producing 
100,000 separate items, according 
to recent C.E.D. — Worcester 
Chamber of Commerce tabulation 
— everything from microscopic 
parts to heavy machine tools and 
railroad cars. It is this diversification 
which constantly adds to Worcester’s 
stability and to the average in- 
dustrial wage, now $53.00 per 
week, the highest in Massachusetts. 
You can be positive of effective 
coverage of this stable market 

by scheduling your advertising in 
the Worcester Telegram-Gazette. 
Daily circulation over 140,000; 
Sunday, over 100,000. 


e ~ 


th TELEGRAM-GAZETTE 
WORCESTER, MASSACH USETTS ‘ts 
a GEORGE F BooTH Pubisher- 


MOLONEY. REGAN & SCHMITT. INC., NATIONAL REPRESENTATIVES: 
OWNERS of RADIO STATION WTAG 


Council, that thing that looks like 
a voluntary Washington bureau,” 
is offering advertisers “unsound 
advertising advice,’ Marshall 
Adams told the Detroit Adcraft 
Club last week. 

In one of the most scathing 
denunciations ever uttered re- 
garding the council’s activities, 
the advertising and sales promo- 
tion manager of Mullins Mfg. 
Corporation, Warren, O., declared 
that the council’s campaign to sell 
the free enterprise system “can 
turn out to be the greatest blunder 
ever committed in the name of 
advertising.” 

“The whole (advertising) pro- 
fession will suffer if it comes off,” 
he declared, “if it has not already 
suffered by the mere proposing of 
the plan.” 

“Up to now,” said Mr. Adams, 
“T have been very optimistic that 
the advertising profession was fast 
approaching something of matur- 
ity ... but for the representatives 
of the advertising profession to 
recommend the undertaking of a 
big advertising campaign to ex- 
/plain and sell the American way 
of life to the people who are get- 
ting along fine in it is illogical.” 


Not Yet ‘Down to Earth’ 


Moreover, he said, “it tells me 
that some elements of advertising 
still have a long way to go before 
they get down to earth.” 

Before joining Mullins, Mr. 
Adams was a director of the “Bet- 
ter Standards for Building” pro- 
gram for Good Housekeeping and 
Pictorial Review, and formerly ad- 
vertising and sales promotion 
manager of American Radiator 
Company. More recently, (AA, 
April 14, ’47) he was active in a 
proposed plan to help close the 
gap between an advertising im- 
pression and the point of sale. 

Mr. Adams told the Detroit ad 
club that “I am firmly convinced 
that Joe Doakes likes the Ameri- 
can way of life’ and, according to 
a survey made several years ago, 
he “wants five simple things: 

“1. Work to do. 

“2. Social security. 

“3. Decent living conditions. 

“4. A hope for the future. 


Ma YOU CAN BUY OVER A MILLION 
G7 PROSPECTS FOR 36% LESS 
e 


Rate and Data 
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WARNER BUILDING - MILWAUKEE 3, Wi 


The Eagle Magazine with 1,052,000 circulation, is 
the fastest growing fraternal publication in its field, 
and the following figures taken from Standard 


show that its rates are the lowest: 


RATES FROM JULY 15, 1947, SRDS 
MAGAZINE MAXIMIL MINIMIL 
Eagle ° ° ° ° 3.74 3.56 
Elks . a 5.10 4.84 
Foreign Service . - + 442 4.12 
legion . ° « « 8.24 7.84 
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“5. A sense of belonging. 

“If you don’t believe me,” said 
Mr. Adams, “go ask Joe Doakes 
yourself. And when you do ask 
him, you will find out something 
else. Joe will say to you: ‘Sure 
I believe in the free enterprise 
system, but please explain to me 
what is wrong that it permits such 
things as depressions and want 
amid plenty? Why does it lose in- 
terest in its customers when they 
are too old to work? Why does 
it fail voluntarily to make the ef- 
fort to see that all of its custom- 
ers earn enough money over and 
above subsistence to buy an ever- 
increasing production year in and 
year out?’” 


Who Runs the Country? 


Mr. Adams also scorned the ad 
council’s drive and the ANA-Four 
A’s Joint Committee Plan because 
it “absolutely ignores a basic fact. 
And that fact is that Joe Doakes 
doesn’t run this country. It is run 
by the leaders of this country. It 
always has been and always will 
be run by its leaders. The poli- 
ticians run the government. Cer- 
tainly we elect them, but who 
creates the issues and platforms on 
which they are elected?” he 
asked. “The politicians do—not 
Joe Doakes.” 

Moreover, said Mr. Adams, “the 
unions are run by a small group 
of leaders ... and the economy of 
this country is run—or rather cre- 
ated—by the actions of business 
and labor leaders, the financiers, 
by business management and by 
speculators. 

“In other words,” he continued, 
“the only way Joe Doakes can 
have the five basic things that he 
wants is for the leaders of this 
country to take the initiative in 
providing them. In the face of 
this, the joint committee actually 
is saying: ‘Advertising can make 
Joe Doakes forget the still exist- 
ing faults in the free enterprise 
system by telling him how it 
works.’ ” 


Can’t Change Mistakes in a Day 


“They are also saying,” Mr. 
Adams charged, “that we can 
overcome in one day, with propa- 
ganda, the bad impressions and 
mistakes that the free enterprise 
system has been making for 150 
years. They have never been able 
to sell goods that way—it is un- 
sound advertising philosophy. 
Sound advertising philosophy dic- 
tates that we find out what the 
| public needs, design and perfect it 
and then advertise and sell it on 
the basis of what it will do for 
its purchasers. 

“And the significant thing,” said 
Mr. Adams, “is that the other sys- 
_tems are full of talk about what 
|they plan to do for Joe Doakes, 
while free enterprise has no an- 
/nounced plan.” 

“When will free enterprise be 
in danger?” he asked. “The 
|danger will be the next time we 
/have a depression. But do these 
advertising men propose an ob- 
| vious plan to help prevent another 
|depression? No—they just say: 
‘Let’s educate Joe Doakes.’ 


Sell Short-Sighted Elements 


“If the joint committee really 
wants to explain and sell some- 
'thing to somebody, why don’t they 
try their hand at selling the short- 
sighted elements of free enterprise 
that ‘What is good for Joe Doakes 
is good for free enterprise?’ The 
well-being of free enterprise de- 
pends on the well-being of Joe 
Doakes.” 

“If,” he said, the ad council 
and joint committee advise “pro- 
gressive management to spend 
money to tell Joe Doakes an over- 
all story about how the free en- 
_terprise system works, it will be 
‘like advising them to abolish the 
‘inspection systems in their fac- 
tories to let all of the defective 
products go out for sale along with 
the good, both bearing the estab- 
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enterprise . advertises its brand 
name, it had better tighten up its 
inspection system.” 

“The time has come,” Mr. 
Adams concluded, “when we 
should take the lead in helping 
business get advertising out of the 
clutches of the geniuses and 
prima-donnas and of those who 
sell advertising. We must show 
by our thinking and our actions 
that we are capable of making ad- 
vertising just as tangible a busi- 
ness function as research, engi- 
neering, manufacturing, distribu- 
tion and sales.” 


Ruppert Names Richards 


Walter W. Richards, director of 
advertising, merchandising and 
public relations of Jacob Ruppert, 
Brewer, New York, has been ap- 
pointed general sales manager of 
the company. In his new position 
Mr. Richards will continue to take 
an active part in Ruppert adver- 
tising. He joined Ruppert last 
June after five years with Coca- 
Cola Company as a member of 
the executive advertising staff. 


The JOURNAL 
now offers 
advertisers 
the largest 
circulation in 
its history 
both Daily 
and Sunday 


The PORTLAND 
Metropolitan District 


now has the largest 


POPULATION 


in its history 
according to 
Bureau of Census figures: 


April... .. 1940 Census 
406,406 

April, 1944 Sample Census 
531,548 

April, 1947 Sample Survey 
534,422 


You need the Journal to 


sell effectively in Oregon's 
only Major Market...Metro- 
politan Portland and its 
Retail Trading Zone. 


The JOURNAL 


Portland, Oregon 


2nd largest 
Evening Newspaper 
on the 
Pacific Coast 


Member Metropolitan & 
Pacific Parade Group 


Represented Nationally by 


llished brand name. Before free 


Reynolds -Fitzgerald, Inc. 
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NEW SIZE—Nationwide distribution 
will be completed this month for this 
new size of Sunshine wheat toast wafers 
in a new junior package. The new 
variety, introduced by Sunshine Bis- 
cuits, Inc., New York, is I'/ inches 
square, and the new box holds 7% 
ounces. 


Lion Promotes 
First of Auto 
Chemical Line | 


Cuicaco—Following a_ success- | 
ful test in the Chicago market, 
Gasone, the first of a new series 
of automotive chemicals, is set to | 
get national advertising and pro- | 
motion. 

Gasone, described as “an anti- 
freeze for the cooling system,” is 
added to the gasoline tank to ab-| 
sorb the water usually found in 
the bottom of every gas tank and 
thus prevent a freeze-up of the 
gas lines. 

The new product is made by) 
Lion Chemical Company here, a_ 
corporation formed last fall by a 
group of petroleum marketers and 
automotive chemists. Among the 
products which the company will 
manufacture are radiator cleaner, 
solder and rust inhibitor, and 
brake and shock absorber fluids. 


Opens Newspaper Drive 


A newspaper campaign using 
600-line copy in major markets 
opened shortly before Christmas. 
Copy is headed: “Get a summer 
start all winter!” Although final 
details of the media list have not 
been determined, consumer copy 
will run in The Saturday Evening 
Post, and automotive trade pub- 
lications also will be used. 

Posters, spot radio and direct 
mail promotions are set to back 
up the drive for Gasone. Next 
product to reach the market will 
ve the Lion radiator cleaner. Sales 
in the midwestern area will begin 
Within 30 days, depending on the 
availability of containers. 

“By the middle of 1948,” said 
Harry L. Beck, president of Lion, 
“we expect to have national dis- 
'ribution of all products in our 
line, and plan increased advertis- 


College Students 
Study Goodyear's 
Selling Program 


AKRON— Syracuse University 
students of salesmanship and mer- 
chandising had a chance, recently, 
to observe and study Goodyear 
Tire & Rubber Company’s million- 
dollar merchandising program 
used over a 10-month period last 
year to train some 23,000 dealers 
and dealer employes in postwar 
selling methods. 

The presentation, which was 
given to the students in exactly 
the same manner in which it had 
been presented to the company’s 
dealers throughout the country, 
was taken to Syracuse on the in- 
vitation of Dr. J. H. Morrow, as- 
sistant professor of the depart- 
ment of business education and 
secretarial sciences, as an experi- 


ment in supplementing conven- | 
tional instruction with actual case | 
histories of successful merchandis- 
ing practices. 


by lectures, charts and other ma- 
terial, was in charge of J. A. 
Lewin, manager, and W. A. Shoe- 
maker, of Goodyear’s dealer de- 
partment. 


Wilson Alters Name 


The name of the publishers’ 
representative firm, Arthur W. 
Wilson, New York, has_ been 
changed to a partnership as Ar- 
thur W. Wilson & Associates. The 
personnel remains unchanged. 


Joins Scarborough’s 

Martha Palmer, formerly adver- | 
| tising manager of A. Harris & Co., 
Dallas department store, has 
joined Scarborough’s, Austin, Tex., 
in the same capacity. 


Prestile Maps Drive 


Prestile Mfg. Company, Chi- 


\cago, through Jones Frankel Com- 
‘ : /pany, has announced an increased 

The program, including the use advertising campaign for Prestile 
of 10 motion pictures and nine | wall tileboard. The schedule in- 
sound-slide films, supplemented |cludes American Home, Better 
|Homes & Gardens, Small Homes 


Guide and trade publications. 


Shows Textile Film — 


American Cyanamid Company, 
Bound Brook, N. J., held a press 
luncheon in New York last week 
at which it presented a new color 
film on new shrinkage control tex- 
tile finishes. , 
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TYPESETTING WANTED 


We are looking for one or 
two select customers who 
can use a modern, efficient, 
well-equipped typographic 
plant. Equipped for catalog 
and ad work. Please call 
Dolph Crawford, Web. 2419. 


HAND BINDERY SPECIALISTS 


549 W. WASHINGTON ST @ CHICAGO e@ RANDOLPH 3696 


. & 


Dispatch Economy Taurs are big things. 


That's evidenced by the thousands of readers who have joined 


them to travel nearly 3,000,000 passenger miles on 


| doing 


} makes The Dispatch a Great Newspaper! 


ing appropriations as our produc- 
lion rises.” 


, F 
Jones Frankel Company directs | 


the account. 


luikin Appoints Weber 

H. P. Weber, formerly section 
Manager in the advertising de- 
bar'ment of Westinghouse Elec- 
'tic Corporation, Pittsburgh, has 


bee, appointed advertising man- | 
ager of Lufkin Rule Company, | 


Saginaw, Mich., manufacturer of 
Prevision tools, measuring tapes 
anc rules. He succeeds the late 
Noman Ellis. 


Braniff Names Bale 

Richard N. Bale has been ap- 
bolnted executive representative 
of Braniff International Airways 
Nn Peru, with headquarters in 


Lina. He has resigned as presi- 
fen’ of Servicio Aero Charter, 
8. A.. which he organized, but 


'én.ains as a director. 


| 


| 


NEW YORK 


thirteen tours to places they wanted fo visit — 


THE COLUMBUS DISPATCH 


Ohio's Greatest Home Daily! 


Notional Representatives: O'MARA & ORMSBEE, INC. 
LOS ANGELES SAN FRANCISCO 


CHICAGO DETROIT 


a newspaper great in the minds of its readers! 


at low cost and in good style! 


Careful planning, 

effective promotion and 
responsible leadership makes 
them so successful that 

one tour drew people from 53 central Ohio towns — another 
included the two longest trains to enter Washington 

during the Cherry Blossom Festival! Such leadership makes 
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Appoints Mahood ‘Promotes Worsdell 


Nancy Mahood, formerly secre-_ Alfred J. Worsdell Jr., deputy 
tary-manager of the Nebraska commissioner and director of the 


Press Association, has joined the | division of commerce and indus- | 
newly established Dallas office of | try, has been appointed first dep- | 


the Texas Press Association as | Uty commissioner in the New 


secretary to Vernon T. Sanford, | ons State Department of Com-| 


merce, Albany. Herbert C. Camp- 


Sifetiation manAger. | bell, director of the bureau of in- 


| tor of the division of state pub- 
| licity. 


Plans Cutlery Week 

The Associated Cutlery Indus- 
tries of America will sponsor Na- 
|tional Cutlery Week, May 16-22, 
|}in honor of the 120th anniversary 


Largest PAID Circulation = by three 
times—of any magazine covering 
the entire industry... and a total of 


1,000 rtacers montuiy 
(Tops in the field) 
82 Wall Street, New York 5, N.Y. 


|Radio, newspapers, business 
|papers and dealer displays will 
be used to promote the event. 


‘WHEC Promotes Brady 


| Gervis Brady, sales manager, 
has been named program manager 


|ceeding Richard Neher, who has 
| resigned. 


_formation, has been named direc- | 


|of the American cutlery industry. | 


|of Station WHBC, Canton, O., suc- | 


DAILY 


OVER 500,000 CIRCULATION 
OVER 1,500,000 READERS 


@ One out of four Ohioans reads an Ohio Select 
List newspaper. This big industrialized market is 
growing 2'/, times faster than the rest of Ohio— 
over a 30% increase in the last eight years. 


Put your advertising dollars in this expanding 
market for big returns. Remember these 49 news- 
papers also cover most of Ohio’s farmers—58 of 


the 88 counties. 


SELECT LIST 
NEWSPAPERS 


R, CLEVELAND 


sas 
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} 
| 
| 


| 
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| HOW TO HARNESS NEWSPAPER POWER— 
| From women’s readership of 979 national food and 
grocery ads covered in eight years of the Continu- 
|ing Study of Newspaper Reading, by the Advertis- 
ing Research Foundation, the Bureau of Advertis- 
‘ing, ANPA, has drawn some conclusions in a 
| presentation titled “More Power in Newspaper Ad- 
vertising, Part II.” 
| For instance, (1) a single illustration and a dom- 
inant illustration were found more effective than 
| several and incidental illustrations. 

Photographs (2) had generally higher readership 
|/than wash or line drawings. Positives were more 
effective than reverse plates. Premiums, food and 


— «~RPICTORIAL SUMMARY | 


: ~ Photographs 


1948 


babies generally had high readership, while per- 
sonalities also ranked high in attention-getting, fol- 
lowed by pictures of animals and children (3). 
“Man” ranked lowest among subjects of interest to 
women, while families, women and packages were 
also below par (4). “Par,” or 100 average perform- 
ance, was an average 6% readership of a 215-line 
national food or grocery ad. 

The first eight years of this continuing study 
have cost $425,000, most of it paid by the Bureau 
of Advertising. A total of 114 separate studies have 
Leen made, of which 100 are included in the current 
presentation. 


grams. Before being lured to Co-| 
lumbia he was vice-president at. 
ABC, Foote, Cone & Belding and) 
Young & Rubicam. Another rela- 
tive newcomer to the network’s 
vice-presidential staff is Victor 
|/Ratner, for sales, advertising and 
| promotion. 

_ Mutual, which has well over 
400 stations, manages with only 
seven vice-presidents, headed by | 
Robert D. Swezey, a former ABC 
employe. Newest member of this 
group is E. P. H. James, one of 


Note to Allen: 
Vice-Presidents 
Are Multiplying 


New YorK—This seems to be 
'the season for vice-presidents in 
|the radio industry. 

Fred Allen may have lost inter- 
'est in the phenomenon, but others 
probably have noted the late 
winter outbreak of new vee-pees 
| ABC named four fledgling vice- 


tha 
a delim! 


the liveliest vice-presidents in| 


presidents recently—Ivor Kenway, : 
broadcasting. 


Frank Marx, Robert Saudek- and 
Thomas Velotta. Apparently they 
will continue essentially the same 
duties they had before receiving 
the title. 


Julian Frank Agency 
Reestablished 


Julian Franx Advertising 
Agency has been reestablished, 
following a two year merger with 
Walter L. Rubens & Co. Prior to 
the two year period, the agency 
had been in continuous _inde- 
pendent operation for 25 years. 

The agency is located in its own 
building at 22 E. Elm St., Chicago. 
Accounts previously handled by 
Mr. Frank and his associates have 
been retained. 


Neri Joins Wilbert 

Frank Neri, former _ senior 
branch manager of Salada Tea 
Company, Boston, in charge of 
sales and operations of branches 
in New York, Philadelphia, Pitts- 
burgh, Cleveland, Buffalo and 
Syracuse, has been appointed gen- 
eral sales manager of Wilbert 
Products Company, New York. 
Sidney J. Weinberger, who has 
been asscciated with Wilbert for 
more than 25 years, has been ap- 
pointed vice-president in charge 
of sales. 


Godfrey Joins Nadelson 


Ralph L. Godfrey, former as- 
sistant director of merchandising 
of Revlon Products Corporation, 


Total 15 Now 


This brings the American total 
of vice-presidents up to 14, ex- 
cluding Robert E. Kintner, execu- 
tive vice-president, who is a vice- 
president in charge of, among 
other things, vice-presidents. At 
38, he looks to be the youngest of 
the network executive vee-pees. 

Never one to be outdone, NBC 
leads its competitors in numbers 
with 16 vice-presidents. Among 
recent additions to the list are 
Sydney Ejiges, for press, and 
Charles P. Hammond, “assistant 
to the executive vice-president.” 
Baby of NBC’s crop of vee-pees is 
Charles Denny Jr., 36. 

CBS, several days ago, raised 
its quota of vice-presidents to 15 
with the elevation of James M. 
Seward. In addition, during the 
past year several executive offices 
changed hands. Ace newsman Ed- 
ward R. Murrow chose a mike in 
preference to a desk and was re- 
placed by Davidson Taylor. 


Heads CBS Programs 


— New York, has been appointed 
; And Hubbell Robinson Jr., who merchandising counselor for Louis 
is establishing some sort of record Nadelson, Inc., New York, spe- 
fer vice-presidencies, took over cjalist in merchandising displays 


the reins of the director of pro- for the cosmetic industry. 


a ; dl 
> ae . . 


Chicago Now Has 
11,500 Video Sets 


Cuicaco — Station WBKB ‘re- 


|ports that the number of televi- 
‘sion sets in the Chicago area in- 
|creased more than 1,500% during 


1947. 
The station’s tabulations, based 


/on a check of video receiver deal- 


ers and distributors, show 11,500 
sets in operation as of Dec. 31, 
1947, against 650 as of Dec. 31. 
1946. 

December sales here averaged 
750 weekly, according to WBKB. 
A breakdown on the figure indi- 
cates 7,400 sets in homes, 3,000 in 
taverns and restaurants, and more 
than 1,000 in dealers showrooms 
and business establishments, af- 
fording an_ estimated potential 
audience of upwards of 130,(00 
persons. 


Allied Oil Launches 


Oil Conservation Drive 


Allied Oil Company, Cleveled, 
is running a series of fuel oil con- 
servation ads in leading © 110 
dailies. The ads are keyed to “€ 
current American Petroleum -''\- 
stitute program—‘If every 
saves a little there will be eno: 2) 
for all.” The campaign is ¢'! 
rently appearing in the Clevel: 4 


Press, Cleveland News, Clevel: 4 


Plain Dealer, Akron Beacon J¢ 
nal, Youngstown Vindicator, C:!'- 
ton Repository, Warren Tribu °- 
Chronicle and in seven subur!an 
papers around Cleveland. Rich: '¢ 
T. Brandt, Inc., Cleveland, is 
agency. 


Work Joins Repcal Brass 
Martin Haverty Work, forme: '! 

an advertising executive of Yo 

& Rubicam, New York and ! 

Angeles, has been named sa'©: 

and advertising manager of R: 


cal Brass Mfg. Company, Los A"- “ 


geles, producer of plumbers’ br«ss 
gocds. 


jdvertisi 


arm 
Orga 
Repo 


CHICAG( 
ications 
non-profi 
hdvertisir 
hus fillir 
Magazine 
ver the 
ishers’ It 
First r 
lary issu 
neluding 
nonthly — 
ease ear 
orporatic 
Reports, 
Offices 
bstablishe 
ve., Chi 
k Co. wi 
york of 
ions and 
These wil 
lollar tot 
by 59 pr 
Once tl 
way, it i 
will be i 
lays afte 
ications. 


A 


Agricul 
ociation 
orce in ¢ 
but Farm 
n entire] 
bublicatio 
nembers 
PR, but 
ications ; 
Magazir 
blans to 
ading fz 
hange fr 
umber o 
Subsequt 
ssociation 
hose of 
Associatio 
uplicate 
lly meets 
hicago. 


I 


The 42 

‘cluded | 
Capper’, 
eman, F 
arming; 

outhern 

lanter, F 
Ranch; 
nerican 
rs Gazet 
agazine, 
on’s Agr 
ock Pro 
nerican 
ind Ho 
orker, P 
to Far; 
diana 
armer, V 
omesteac 
"st & F 
tkota Fa 
ansas Fa 


whe : hata Beta ache oe 
ro ei ies ar i % peat aa a Ae ae ; . "a omy 1 Rea 
ls > |_| Se ee es hu Ee ae AAG il ¢ uae. aids pete. 5 eh ae eS 
, > | Sees a oe ie’ et Be — aN ea 
} NE, ; bee yea eh its Pec » . ipa Sage uae Pee aM 
Lr Finee at ae a) cia oe ee “aot 
a) ee es fee i nee oS > ea ae i ie ti ata © r 
; ‘ ee pest ae 2 are 3 a: Bess, ete ah Sa eae RPC 
: | es = “ nee ¥ Seats ie” 4 on gepels, 
| “A Single tig es pemegeces Ce Advertisi or | : 
i, ne aly ek ae | ng Age, J a 
- | I ae a} ae A , January 19 
N [ = eee i —— ai oe ow Son sal Nea ee x 
— pe LI LSB a fee By n ‘ rT ee 
- , ‘ ADe ais ae ae ae i « . ; . 2 7 i re ef Ea t 
ee ee. ie ee a Bye 
. : i oe thee : | sey : ae is i. 
| so” Ed oa - = a 
: | , " 7 ae : sitive — - v Peri BF Fi cg 
ao ier eiaih. “ a ee he a 
| saree od . , Reverse ——— 
Sage .. pierre : z, “ss ie Pal: ees: q 
os I : nani (abeeectits > Better Than : wane : — 
4 CELE Bah | ail = ’ Pe = A ~~] Ht os : - ‘TS RING tm . a 
Ht ——" — | , ~¥2 Ss 4 
: ‘ e; | we nai eT Bo nar 5 "S = 7 ; 
% — PICTORE, ity) ae ve Ss 3 
ee <n oe ae py mele .; 
oe i ok 2 ee anes MEAT? oe ie Pf so ee * ve Pape Ss 
ee an C« - = ie 
| . : eee a . , a % 6 50 : ax Port Bi - eae ia e 
— H ant s fi, i = { ae . : : s ey Pe 5 TORIA g z oO a 
; Plus = ore Pe | | s “eis ae ho ee AL SUM a 
jas | aes : ee. : \ r ca | * re . pate. : ie es MARY 4 . ‘=. 
i : Sati Ae tot : a i eee eed 150 : ITHER WINS a Re) Packa oor - os cs ; 
Personalitie ono ay : yy ee a . ee PP amih sped eu be On cca 
I =< oo i — sas oie | ic nm oe 
rnd 7 beh by toate tar Anima yan eS Bets g ff 4 iw oils ae 2s - aS 
i. eee | : od . efi | 
ees  \ Ee % . oe we ae Maan! 7 
eee as \eet A ie “s mane | 
{ Be a *¥ <a go¥Rt CROp, oS x% : By ( or # tw ca = a i 
—! 2s ee —— sae I. a Os | Wee fae KR ” 
_ penne ae =e. ee ee ae —— : 
| pi ae — to = ‘ = 
: , ] co ee Ne pea oe ea wy reso: aia 
ee ea Be ose oe BO : ie see pd ais Bis: 
PC 
a 
4 
¢ 7 
Cx if, | 
5] | @)H oy 1 -_ | 
i t ; 
| _ if @ 33009, ove{00 | 
| ES y a | Si Ws5Or ERS | 
pie ‘OW RE? 
: ; 
cS 
’ eae esaanl 3, OHIO 
TWh 
. i waits for n° man! _ 
y “ple Who Gains Time: Gains Everything” —or inverselY. lost 
q time 18 total loss: The 103d that detours here and detours there 
may {nally pring you to your destination. put at what cost! 
Why be °° \avish of Time when it is the one thing about which 
you should be the most golicitous? Why heve your printing 
continually detoured—On® piace for engraving>: anothet for 
typesetting: and still somewhere else for presswork? When you 
give the complete job to Faithorn. you avoid ali detours and way Og 
side stops: Your jobs steam merrily alona: arrive om time- Let us —_—__—__ 
demonstrate the value of 3-in-l service: phone qhitehall 2300. 
PAITHORN ys the ONLY concern in Chicag° 
a: aavertisers this COMPLETE SERVICE «°° 
te saving of TIME TROUBLE and MONEY: 
\ 
Farm 
ONS rm Lif 
, t 
| Sp {THO = 
J, er, J 
CAT} coRPOR TION mrs 
myin WiAX A 1 r, O 
‘ & °C ic Far 
Bs. RINTING 400 North Rush Street * Chicago 
° bs ae i) 
— > Oe 2300 re fe 
ie a tiled a . PO Dif Cc 
s ie t Cory 
; pw — lace 
“ee a sensi ee 
f © & _ ’ . Cc 
j wah ’ | 7 d fc 
| aL a ele 
- p, , Di 
— : ferry 
a tera 
- n G 
a | _. oine 
ones ty wees 
eer ly Hall 
, ¥, cs co} 


1948 advertising Age, January 19, 1948 


arm Publications 
Irganize Linage 
Reporting Unit 


Cuicaco—Forty-two farm pub- 


ications have set up their own 
,on-profit corporation to measure) 3 Join Needham, Louis 
Barton West, formerly’ with 


,dvertising linage and revenue, ) 
hus filling the gap left when the Foote, Cone & Belding, has been 


Magazine Advertising Bureau took | 


‘Byoir Elects Carry 

James M. Carry, former oper- 
ating vice-president of the Pull- 
man Company, Chicago, has been 
elected a vice-president of Carl 
'Byoir & Associates, Los Angeles. 
|He will concentrate on the de- 
|velopment of the firm’s business 
|on the Pacific Coast, where the 
Los Angeles office was opened 
‘early in 1946. 


|ham, Louis & Brorby, Chicago. 
wer the linage reporting of Pub- | Catherine Handley, formerly an 
ishers’ Information Bureau. ‘assistant to the roto editor of the 
First monthly report on Jan-| Chicago Daily News, and Rebecca 
ary issues of all 42 publications,| Brown, formerly a copywriter 
neluding both monthly and semi- | with Knox Reeves Advertising, 
nonthly issues, is planned for re- have joined the copy department. 


appointed art director of Need-.| 


‘using instruments and check 
charts developed from the com- 
pany’s experience. 

Results of the test will be used 


Heat Engineers 


Show Fuel Users 
How to Save Oil 


| Williams sales and service organ- 


CHAMPAIGN, ILL. —All of Wil- ization will offer fuel oil users a> 


liams Oil-O-Matic division’s sales free fuel conservation engineering 
and service personnel throughout | Survey service on a national basis. 
the United States converged on saci itn ima 

tais downstate Illinois city last Organize Potato Group 
week to demonstrate the extent of Major potato growers of Wash- 
unnecessary fuel oil waste in a ington state have formed a tem- 
typical American community. porary organization with the ob- 


Company engineers, all field and 'ject of establishing a state potato | 

$ : The proposed com- | 
mission would be set up by| 
legislation with power to raise) 
Williams Corporation’s Oil-O-| funds through a tax on potatoes. 
Matic division rang doorbells of | and would promote Washington | 


commission. 


cffice sales and service personnel 
and even the head of the Eureka 


cil-heated homes last Friday. potatces through advertising and | 


|throughout the country, and the, 


59 


research. M. H. Smithwick is 
chairman of the temporary organ- 
ization. 


EXPORT 


TRADE & SHIPPER 


circulates entirely among export man- 
agers of American manufacturers and 
other foreign trade executives in the 
United States. 


(> THE LEADING WEEKLY @> 


for marine insurance companies, 
steamship lines, export publications 
and other advertisers having services 
to sell to American exporters. 


ranicmaner 


Home owners were offered a 


ease early in March by the new 
orporation — Farm Publication 
Reports, Inc. 


pstablished at 333 N. Michigan 
ve. Chicago 1. Robert F. White 
. Co. will handle the statistical 
york of measuring the publica- 
ions and producing the reports. 
These will include both linage and 


by 59 product classifications. 
Once the service is well under 
way, it is expected that reports 
vill be issued no later than 30 
lays after issue dates of the pub- 
ications. 


APA Leads Action 


per- 
s, fol- Agricultural Publishers As- 
. (3), fBociation served as the driving 


est to 

were 
form- 
5-line 


but Farm Publication Reports is 
n entirely separate association of 
bublications. Practically all APA 
nembers also are members of 


study 
sureau 
s have 
urrent 


ications also are represented. 
Magazine Advertising Bureau 
ans to cover only six of the 
sading farm publications, and to 
hange from reports on linage to 
umber of pages. 


Subsequent meetings of the new 
CIS Bssociation will coincide with 
hose of Agricultural Publishers 
its \ssociation, because of the heavy 
5 re- uplicate membership. APA usu- 
televi- lly meets during “ABC Week” in 
ea in- micago. 
during Nationwide List 
— The 42 farm publications to be. 
ory ‘cluded in the 1948 reports are: 
11.500 Capper’s Farmer, Country Gen- 
ac. 31, ma” Farm Journal, Successful 
<r irming; Progressive Farmer, 
: outhern Agriculturist, Southern 
braced lanter, Kentucky Farmer, Farm 
V BKB. tanch; American Fruit Grower, 
> indi-mcrican Poultry Journal, Breed- 
000 in rs Gazette, Everybody’s Poultry 
H more igazine, Hoard’s Dairyman, Na- 
emottis v's Agriculture, National Live- 
i sf ock Producer, Poultry Tribune; 
stential nerican Agriculturist, New Eng- 
130,000 ind Homestead, Rural New 
‘ orker, Pennsylvania Farmer, 
‘lo Farmer, Michigan Farmer, 
diana Farmers Guide; Prairie 
‘rmer, Wallaces’ Farmer & Iowa 
ve Omestead, Wisconsin Agricul- 
"st & Farmer, The Farmer, The 
vel: tkota Farmer, Nebraska Farmer, 
af nid insas Farmer, Missouri Ruralist, 
i to he Farmer - Stockman; Western 
um (n-g’’™ Life, Colorado Rancher & 
very nem’’mer, Arizona Farmer, Utah 
eno: 2hg’mer, Montana Farmer-Stock- 
is c.ir-Hn, Idaho Farmer, Washington 
evel "CRirmner, Oregon Farmer and Cali- 
s d ric Farmer. 
n Jour 
r, Cone aos 
ou (ae Appoints Mack 
Rich: :dg¥"! Corporation, Garwood, N. J., 


laced its advertising with 
ran A. Mack & Co., New 

Campaigns are being 
‘d for Dif washing powder 


, is ine 


Brass f° |if hand cleaner. 

orme: 'Y§. asiaoeaememenl 

t You Pas Dickie-Raymond 

d sales rel y Cabot, formerly with 
of Reo’. Gas & Fuel Associates, 
Los An-ff, Oined the copy staff of 
-s’ brassg..'©-Raymond, Inc., Boston. 


““Y Hall Clarke has rejoined the 
1 es copywriter. 


| Flint Names Cardone 


Offices of the firm have been | 4). advertising department of the 


| Long 
;nmamed an account executive of . 
Flint Advertising Associates, New ing plants, checked heat leakages, 
York. 


free inspection service, designed to 
demenstrate hcw fuel savings can 
be effected without endangerin 
health through underheating, and 
without rationing cor restrictions. 
The canvassers inspected heat- | 


<0 * 


Lloyd W. Cardone, formerly in POSTERS, 
DISPLAYS, 
wINDOW 
DISPLAYS. 


Island Press, has been 


PRINTING 


and investigated heating practices 


ONE: FRA. 4260 = 3 DIMENSIONS — 180 W. RANDOLPH ST., CHICAGO, ILt 


INDUSTRIAL STAGECRAFT 
DESIGNERS & PRODUCERS 


SILKSCREEN | counter CONVENTION {°¢ © Designed te Sell Your 


o Weekes by Expert 


DISPLAYS Yo ins Installed on Time 


jollar totals on the 42 publications | 


orce in creating the new service, | 


PR, but many non-APA pub-_| 


< SIOUX 
ons 


\\ 


... there would have been a REAL advertising buy! 


Well. ¢ «¢ Nearly a hundred thousand customers have been 
added to the metropolitan Dallas area since last census... to 
just the city—not to mention the whole market area. 


ADDED buying power! EXTRA selling power for Dallas News 
advertisers! 


For The News has MORE than kept pace with its growing 
market. 


THIRTY percent increase in Dallas homes... THIRTY-SEVEN 
percent increase in The News total circulation. 


The News leads the big Texas upswing. Largest daily in Texas’ 
richest market, The Dallas Morning News is one of America's 
really fine advertising vehicles. 


tn Lhe ~ 


DALLAS MARKET 
And A big Day Ahead! 


Sell the Readers of The News and You Have Sold the Dallas Market 


ae 
ganw eens 


=, Ge Daivex ate 


be. at Ya 
N 


Ghe Dallas Morning Netvs 


THE TEXAS ALMANAC 
RADIO STATIONS WFAA AND WFAA Fm 


-* “ a 
ie oN =—THROW IN 
oe : 


CITY / 


ive or six years ago if we had said, “Here's the Dallas market 
and we will throw in Sioux City...or Harrisburg...or Pawtucket" 


Memb 
AMERICAN 
MEX SPAPER 
ADVERTISING 
NETWORK 


John B. Woodward, Inc. 


Representatives 
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4 vin Company, Minneapolis, and Ba- 
Six Name La Agency | cheller & Dunn Company, Duluth, 


Barney Lavin, Inc., Fargo, N. D.,| distributor of truck and b co 
has been named to handle the ad- | kent. Sen cae oe Cee 


vertising of Beverage Associates | 


of North Dakota, Bismarck; Bard-| Start New Publication 


well - Robinson Company, Fargo, 
manufacturer and distributor of| Western Automotive Industry, a 
new automobile dealer publica- 


millwork and building supplies; 

Ball Lake Lodge, Kenora, Mani-|tion, has been launched by E. F. 
toba, vacation resort; Evr-Nu Cor-| Carruthers and J. B. Tompkins. 
poration, Fargo, manufacturer of | Offices of the publication are lo- 
insecticides, weed killers, floor) cated in the Dominion Bank build- 
and polishing waxes; Smith-Dunn | ing, Vancouver, B. C. 


Land your sales peach 
on the BIG San Diego Market 


in the San Diego Union 
a mercer or @Nd Tribune-Sun 


560,000 people, » 

75% of whom | Plenty Space Available 
live within 

15 mil f . 

‘dewatinns and just one news- 
San Diego. paper “buy” does it! 


ews with Partiality to Non 


UNION and TRIBUNE-SUN 
Union Tribune Publishing Co., San Diego 12, California 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York « Chicago + Denver + Seattle + Portland + San Francisco + Los Angeles 


Harry Ferguson 
Sues Ford Motor 
for $251,100,000 


Says Henry II and 
Company Confiscated 
Patents, Ruined Him 


New YorK—One of this genera- 
tion’s most notable friendships 
and widely publicized partner- 
ships—that of Henry Ford and 
Harry Ferguson—has landed in 
U. S. District Court here, all 
tangled up in a $251,100,000 dam- 
age suit. 

The complaint, filed against 
Ford Motor Company, Dearborn 
Motors Corporation and _ their 
principals, contains one of the 
more interesting allegations of in- 
dustrial piracy to reach the courts. 
Harry Ferguson, and his company, 
Harry ¥erguson, Inc., charge, in 
effect, that the Ford Motor Com- 
pany followed its “long estab- 
lished policy of confiscating and 
| destroying patent rights.” 

Moreover, Ferguson’ charges, 
Ford deliberately set out to take 
over the entire Ferguson sales or- 
ganization, destroy the _ tractor 
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and implement manufacturing 
|company, and wreck the plaintiff’s 
business operations. 

| ‘Cost Ford $25,000,000’ 

To all of which Henry Ford II 
last week replied: “The blunt 
truth about this relationship is 
that it made Mr. Ferguson a multi- 
millionaire and cost Ford Motor 
‘Company $25,000,000 in the 
process.” 

The $251,100,000 figure, one of 
the largest damage suit8 ever filed, 
was arrived at by means of an 
unusual formula. Ferguson claims 
that its adjusted annual rate of 
net profit after taxes exceeded 


“unlawful activities of the de- 
'fendant,” the Ferguson company 
“would have an annual rate of 
net profit after taxes of more than 
| $8,000,000,” it said. 

| And in view of the success of 
the tractor and the market poten- 
|tial, “a fair and reasonable basis 
of valuing the business was at the 


irate of at least 10 times the an-| 


‘nual rate of net profit,” or $80,- 
(000,000. Because the acts of the 
defendant “have virtually’ ren- 
dered the business of the Ferguson 
Company unprofitable and value- 
less,” the complaint asks $80,000,- 
000, which, under the Clayton Act 


for treble damages, totals $240,- | 


000,000. The additional $11,100,- 
000 arises from a request for triple 
damages based on unauthorized 
use of Ferguson patents. 


Ford Sued Before 


The more skeptical observers in 
the industry, recalling that Ford 
has been sued on patent grounds 
before—and Ford has almost al- 
ways won—seriously doubt if 
Harry Ferguson, the Ulster Irish- 
man, can beat Henry II, the great 
grandson of William Ford, County 
Cork. 

Recalling that Ford was the first 
to refuse payment of royalties on 
internal combustion engines (other 
manufacturers followed suit when 
the judgment favored Ford) and 
has since won patent infringement 
suits with an enviable degree of 
uniformity, these same industry 
spokesmen feel that charges grow- 
ing out of an unwritten contract 
will not be enough to break the 
precedent. 

Harry Ferguson, who spent the 
better portion of his life in de- 
veloping his new system of farm- 
ing, first met Henry Ford when 
he brought the first crude model 
of his new tractor to Dearborn, 
Mich., in 1920. Mr. Ford encour- 


| $6,700,000 in 1947. Except for the! 
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aged Harry to work on it, im- 


| prove it, perfect it—and in 1938, 


|Harry Ferguson came back, with 
the completed model. Ford liked 
‘it. Said Harry had something 
| there. 


Agree on ‘Partnership’ 
i 


The two sat down and talked it 
over, and finally reached one of 
the most heralded business agree- 
ments in history: an unwritten 
partnership contract between the 
head of one of America’s largest 
companies, and a man ‘with an 
idea. 

The unwritten contract now fig- 
ures importantly in the court case. 
Said Harry: Ford’s actions “have 
grieved and shocked me beyond 
belief. .. This is not just another 
familiar case of an inventor and 


'a small company fighting the greed 


of a monopolistic corporation. It 
is a crusade to protect the best 
interests of the farmers and all 
the people of the world. 

“What kind of a world would 
it be if a big corporation like 
Ford’s could freely act as they 
have been acting? It would be the 
end of dignity and freedom in the 
smaller industries. It would be 
the end of invention, as we know 
x” 


Charges Conspiracy 


The complaint alleges that Ford 
|ruthlessly conspired to limit and 


“restrain competition by taking 


} 
|/using Ferguson’s patents unlaw- 
fully, using coercion to take over 
the distributor organization, com- 
pelling dealers to sign exclusive 
contracts, forcing Ferguson sup- 
pliers to break contracts and sever 
connections, and using the entire 
weight and prestige of Ford to 
force Ferguson out of business. 

Said Henry II: “The complaint 
is full of untruths.” 

One of the more _ interesting 
charges lodged against Ford was 
the one involving the advertising 
of the tractor sold by Dearborn 
|Motors. The paragraph says that 
|Dearborn Motors caused “adver- 
tisements to be published which 
follow closely the style and pat- 
tern of the advertisements for- 
merly published by the Ferguson 
company.” 

“In such advertisements,” the 
complaint declares, “the defend- 
ants fraudulently and in bad faith 
conveyed the impression of con- 
tinuity ... that the business of 
Dearborn Motors 
ition of the business of the Fer- 
| guson company. . . Such an im- 
‘pression was false and deceptive.” 

Said Henry II: “We will be 
very happy to meet all of the 
allegations at the proper time and 
| place.” 


Kayser Promotes Terry 
to Vice-President 


| William B. Terry, vice-president 
and director of the Canadian com- 
|pany of Julius Kayser & Co., has 
/ been named a vice-president of the 
| parent company, making his head- 
| quarters in New York. 

George H. Carr, vice-president 
in charge of manufacturing 
Canada, 


‘over the Ferguson model tractor, | 


is a continua- 


| 
| 


in | 
has been appointed to) 


succeed Mr. Terry as vice-presi- | 


dent and general manager and di- 
rector of all Canadian operations. 
Mr. Carr will remain at the Cana- 
dian head office in Sherbrooke, 
Que. L. W. Elliott has been 
named sales manager, F. A. Field, 


merchandise manager, J. V. Rud-| 
merchandise | 
and D. A. Dobson, as- | 


derham, assistant 
manager, 


sistant sales manager, all located 


at the general sales office in Mont- | 


real. 


Plans Lifewall Drive 


Pantasote Company, New York, 
through Cayton, Inc., New York, 
will promote its Lifewall, per- 
manent vinyl wall covering for 
home and industry, in Life, wom- 
en’s service and homemakers’ 
magazines. In addition full-page 
two-color insertions will appear 
in business papers. 


R&R Opens Mex. Branch 


Ruthrauff & Ryan has ope;.ag , 
branch office, Ruthrauff & Ryay, 
S. A., in Mexico City. A whol; 
owned Mexican company has bee, 
formed for this purpose. Edgar \, 
Hyymans, formerly assistant man. 
ager of the Mexican office ¢ 
Young & Rubicam, has been 
named vice-president and ge era) 
manager. Fernando Bolano, 
Cacho, formerly assistant manage, 
of Publicidad Augusto Elias, S. 4. 
the McCann -Erickson Mexicay 
affiliate, has been appointed as. 
sistant manager. 


Transport Group Elects 


Rodger E. Leslie, president an; 
general manager of Canada Cart. 
age System, Toronto, has bee, 
elected president of the Automo. 
tive Transport Association of Op. 
tario. 


Walker Joins Gemeroy 


Harold Walker, formerly ar 
and copy director of Ruthrauff 
Ryan, Seattle, has joined the 
Gemeroy Company, Seattle, as 
executive vice-president. 
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€nerali Farmers Jingle Cash, but 
nan Worry Over Future Surpluses 
S. Ag WasHINGToN—The annual report 
exicanil of Agriculture Secretary Clinton 
1 as Anderson pictures a prosperous— 
but uneasy—farmer. This despite 
the fact that the farmer’s income 
ts from farm marketing is up 20% 
it and in a year to a $30 billion peak; 
Cart-f his assets—land, buildings, equip- 
been ment, livestock and savings—are 
itomo-M st record levels; his farm debt 
>f On-M inusually low. 
Anderson says farmers know 
that 19,000,000 long tons of food 
2y were shipped abroad in 12 months 
ly arifmending June 30, 1947—more food 
auff ,M than any country has ever shipped 
d thin a single year. Reportedly, 
le, asi farmers fear that world recovery 
will leave them with surpluses of 


basic crops—wheat, to- 
bacco (for example). 

Acknowledging that export mar- 
kets may dwindle, Anderson 
nevertheless suggests that in- 
creased population and improved 
eating habits may hold demand 
at unexpected levels. For cotton 
growers, his advice is “research” 
—in farm practice, soil care and 
efficiency, so that cotton can com- 
pete with synthetics—and foreign 
cotton. 

For farmers generally, the only 
real security is a national policy 
of “abundance,” the secretary says. 
High levels of employment and a 
large commercially financed ex- 
port trade will go a long way to- 
ward offsetting the kind of de- 
pression that hit agriculture in 
the ’20s and ’30s, he explains. 

* a * 


You will be following the ac- 
tivities of John C. Virden, Cleve- 
land lighting fixture manufacturer 
who is the “Donald Nelson” of 
the voluntary allocations program 
getting under way at Commerce 
Department. Former WPB_ re- 
gional director for Cleveland, he 
will try by persuasion to win co- 
operation of industry advisory 
committees in boosting output of 
bottleneck items, 

As a member of the Commerce 
Department’s business advisory 
council, he hopes that the pro- 
gram will build Commerce De- 
partment’s standing as a spokes- 
man for business in the councils 
of government. He’s a bit skep- 
tical about his ability to check in- 
flation. 

As he sees it, cooperation will 
break industrial bottlenecks—it is 
producing 10,000 freight cars 
monthly—but that’s a long way 
from beefsteak, 

co * ok 


Shortcomings of “cooperation” 
in the face of mounting food 
brices found Labor Secretary 
Schwellenback back .on the Hill 
Tuesday along with other cabinet 
members who are trying to shake 
lose a, food rationing program. 
Schwellenback warns that a third 
ttund of wage increases is in- 
‘vitable unless prices are checked. 
“At present prices,” he says, “the 
average city housewife spends $22 
*n the market basket of food 
Which she could have bought for 
$10 in 1939 and for $15 as re- 
‘ently as 18 months ago.” 

* * x 


The Census Bureau will sup- 
bor. a bill introduced by Senate 
Majority Leader Robert Taft last 
Week authorizing a census of 
‘N ‘ousing and housing character- 
‘ Sts in 1950 and every 10 years 
hereafter. The bill was Taft’s 

dea, but it works out fine for 

Census, for there is no existing 
‘gislation establishing housing 

= ‘ucies on a regular basis. Taft’s 
o-StaT "EB Nterest in housing data stems 
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By STANLEY E. COHEN, Washington Editor 


from his belief in government- 
sponsored low cost housing proj- 
ects. Trade associations are an- 
noyed at this Taft activity; the 
National Association of Real 
Estate Boards claims the Taft- 
Ellender-Wagner bill, certain to 
come up this session, is “com- 
munistic.” 
Bo a * 

Treasury’s anti-inflation bond 
selling campaign may be designed 
this spring to get millions of 
Americans back into the habit of 
systematic savings via payroll de- 
ductions. At the height of the 
war, Treasury had 26,700,000 war 
workers and servicemen buying 
better than $8 billion of bonds 
annually. With peace, enrollment 


billion. Sales in rural areas held 


up better, dropping from the war- | 


time peak of $4.5 billion to $3 
billion for 1947. 
* % % 

President Truman may have 
been unkind in withholding a pay 
increase from the badly squeezed 
civil service worker, but there is 
some relief in sight—at least for 
those who travel on government 
business. One of the first official 
actions of the Senate last week 
was to pass a bill allowing $8 a 
day for official travel expenses. 
No one defended the $6 allowance 
which is currently supposed to 
provide bread and board for fed- 
eral workers on the road. 

a * * 

Newspaper publishers appeared 
before the Labor Department’s 
wage-hour hearings to suggest 
that composing room _  foremen, 
outside salesmen and reporters be 
exempt from overtime pay pen- 


alties. Earlier the board heard 
broadcasters plead _ professional 
status for announcers. As _it 


m—- |dwindled to 4,500,000; sales to $1.1 | stands, certain “executive, admin- 


istrative and professional” person- | 
nel are exempt from overtime pay 
laws if they earn $200 a month. 
/Unions are asking the board to 
raise the minimum to $500. 
a 8 mt 

Complicated litigation over the 
use of “Red Cross” as a brand 
name for tissues made by A. P. W. 
Paper Company, Albany, N. Y., 
‘has ended in a compromise. 
In the future, Red Cross brand 
tissues will bear the legend “This 
product has no connection what- 
sover with the American Red 
Cross.” Back in 1944, the second 
circuit court of appeals prevented 
FTC from outlawing the use of 
‘Red Cross” as a trade name. 
Later it asked the commission to 
rewcrd a_ proposed disclaimer, 
considerably longer than the one 
finally adopted. 


Stevens Joins WMPS 

Bob Stevens, formerly with 
WHBQ, has joined the commercial 
department of Station WMPS, 


61 


A MESSAGE ON 


Free Publicity 


+++ to advertising and sales executives 
who are inceresced in its more effective 
and intelligent use. 

We offer for sale three, new, exclusive 
descriptive lists of publications who wil 
accept news releases on new products, new 
methods, new literature and publish them 
free of charge. 

These lists give all the necessary data you 
need to get the best results possible, from 
your releases... help you open new mar- 
kets .. . bring in more and beter qualified 
inquiries to help you increase your sales 


1—GENERAL CONSUMER MAGAZINES 
200 Descriptive Listings 
2—FARM PAPERS 
130 Descriptive Listings 
3—TRADE PAPERS 
1200 Descriptive Listings 
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taint act 


Bigots were squelched 
... because women acted! 


TOLERANCE GAINED NEW SUPPORT all over the country when COMPANION 
article ‘“‘How to Squelch A Bigot’’ told women readers exactly how they as 
individuals could act in the fight against prejudice. Requests for 62,869 reprints 
flooded the COMPANION offices . . . the article was reprinted by two newspaper 
syndicates . . . featured on local radio shows . . . starred on a coast-to-coast 


network program. 


A tremendous increase in reader response is resulting from the COMPAN ION’S 
dynamic editorial policy. In the women’s field the COMPANION is the maga- 
zine to watch — and here’s still further factual proof of that! 


1947 PARADE OF “’HITS“’— To be judged a COMPANION 
“hit’’— an editorial feature must get a higher “read-all”’ 
rating than the Aighest average attained by any 680-line 
women’s book in 1944, 1945, 1946. The first 6 months of 
1944 saw 45 such COMPANION “‘hits."’ Readership increased 
steadily to 87 “‘hits’’ in the first 6 months of 1947! A gain 
in COMPANION readership high spots of 93%! 


WOMAN’S HOME 


THE MAGAZINE OF PERSONAL SERVICE, 


MAGNET FOR YOUTH — A study by a competing women’s 
magazine shows the COMPANION has a higher percentage 
of younger women readers (ages 25 to 34 inclusive) than any 
other women’s service book. The same survey and Starch 
figures put the COMPANION first among families with young 
children. The COMPANION Aas first claim on women 
readers at the height of their “buying” years! 


Average Monthly Circulation More Than 3,700,000 
HOME SERVICE, 


GOES WHERE THE DOLLARS ARE!— The COMPANION : 
read by the women who live in America’s wealthiest mark: 
areas. In the 24 states that lead the country in incon 
(89.45% of national total) and in retail sales (83.19%), th 
COMPANION has a greater percentage of circulation tha 
any other women’s service magazine. COMPANION reader 
have more to spend— and they spend it! 
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NEWSPAPER AD EXECUTIVES—Getting together at the NAEA annual meet- 
ing are, left to right, Earl E. Robertson, vice-president, Kansas City Star; 
ames L. Barrick, advertising manager, Weekly Kansas City Star; Harry D. Guy, 
director of national advertising, Dallas News; Don U. Bridge, Gannett News- 
papers, and David W. Smith, Dallas News. 


a 


IT TAKES ALL KINDS—Among the many meetings of newspaper, agency and 
epresentative people at the NAEA annual meeting and reception were, in usual 
order: Ples Pettit, Memphis Publishing Co.; J. A. Kowalski, president, John Budd 
0, Chicago; Guy Dustman, Roche, Williams & Cleary, Chicago; Doug Day, 
ohn Budd Co., and James R. Browder, Register Publishing Co., Danville, Va. 


NTERESTED TRIO—Three newspaper men at the NAEA agency reception were 
‘left to right) Warner Moore, advertising director, Philadelphia Inquirer; Nelson 
hoberts, advertising director, San Diego Union Tribune, and Daniel E. Moran, 
director of publisher relations, American Newspaper Advertising Network. 


NESTING COMFORTABLY—Least boxed in at the NAEA's huge reception in 
Mecago was this foursome. In usual order: Dave K. Gottlieb, ad director, Daily 


tociation; Gilman E. Larson, ad manager, Davenport Democrat & Leader, and 
Karl Eisele, Wisconsin State Journal and Capital Times, Madison. 


“l Aenea 


“< ,..are the better wines 


: 4 
‘ 
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'948 SERIES—One of the new outdoor posters on the schedule of Fruit 
Sust'ies Ltd., San Francisco, is this one for Ambassador wines. Outdoor will 
‘nue an important part of the company's program for Ambassador, F. |. 
‘nd other Fruit Industries brands. Davis & Co., Los Angeles, is the agency. 


PHOTOGRAPHIC REVIEW 


=: GETS SERVICE BADGE—Harvey W. 
Wernecke (right), manager of adver- 
tising sales, National Provisioner, pre- 
sents the American Meat Institute's 25- 
ws: year service badge to Frank N. Davis, 
= @ member of the advertising sales staff 
= of National Provisioner for many years. 


Quality Variety Action 


by 
Charles Aiden 
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ss AD EXECS HEAR BRAND PROMOTION DISCUSSED—This group of chain store executives argued the merits of national 
= brand promotion at a meeting of the Chicago Advertising Executives Club (AA, Jan. 12). Left to right are Robert Egan, 
zs Kroger Co.; Earl Miller, Jewel Food Stores; Don Hause, Armour & Co. (standing); Val S. Bauman, National Tea Co.; 
“ Charles Hansen, Life; Ed Calhoun, president of the AEC, and C. H. Lilienfeld, Schwimmer & Scott. 


Car makers quickly 


NEW SUPER-CUSHION BY GOODTEAR RUNS ON ONLY 24 POUNDS OF art; 
GIVES UNBELIEVABLY SOFTER RIDE, BETTER CAR HANDLING, LOWER OPERATING COSIS 


a's bending ute makers They threw ever) took in Une book 
ot Goabyear's new Bape Cushion Then they sant We went 
thie Gre fer oar new cure 40d we want i mow 

And here's why you ti wat thie wonderfully Aifimren! sew 


That sam t Coudtwow tating tts (he evterunitle engineers — 
the stllee! chepeore! en whe deme ond wet core for Amer 


mes, Davenport, la.; George H. Williams, sales director, lowa Daily Press 


Pend mech wore sate or Memteng 


DOUBLE-DUTY—This winter girl display for P. Ballantine & Sons is a miniature 
in full color of a Ballantine 24-sheet poster, complete with surrounding snow- 


laden shrubbery. 


=z 'ARGOSY'S' ARGOSY—These cuts show the progress of Argosy from the Golden Argosy of 1882 ("freighted with treasures 
=i for boys and girls") to the gun-smoke era of 1932 to 1945's semi-slick and finally to 1948's fact-fiction-sports combination, 
oa (Story on Page 25). 


adopt new kind of lire 


You Goodrem Genter hes Supe Coukions Moe Hi yor yom cm @ Ml or tumrehame 
want the amewthent odie vou women hat emme monemuny amt ay eam 
rete ety, corte ee ogee Cuno Gkey —shetner —daee’ Phey'E ener 


MORE PEOTLE HIDE OF GOOBTEAR Times 


TESTIMONIALS COMING—Goodyear Tire & Rubber Co., now promoting its Super-Cushion tires in this full-color magazine 

spread, will feature photographs and endorsements of typical users starting with May issues of Collier's, Life and The Sat- 

urday Evening Post and farm publications, through Young & Rubicam. Firestone Tire & Rubber Co., also, has announced 
new super-balloon tires for greater safety and riding comfort. 


the Truth beet the Derechos Martthadl Chenier Hhyteart 
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Truck Group Elects 
F. J. Shepard Jr., treasurer of 
Lewis-Shepard Products, Inc., 
Watertown, Mass., has been elect- 
ed president of the Electric Indus- 
trial Truck Association. Other 
officers elected are: Vice-presi- 
dent, W. Van C. Brandt, manager 
of motive power sales of the Elec- 
tric Storage Battery Company, 
Philadelphia, and secretary-treas- 
Charles F. Kells, managing 
director of EITA. 


Barclay Names Tone 

Lawrence S. Tone Jr. has been 
named radio and television direc- 
tor of the Barclay Advertising 
Agency, Philadelphia. 


Put 
GENUINE PHOTOS 


into your sales story 


- and get the results. Our 38 
years’ experience assures fast quan- 
tity reproductions from your negative 
or print. Low cost—highest quality. 
For free samples and ideas your busi- 
ness can use, write 


STICKLEY PHOTO SERVICE 
9 S. Washington St., Binghamton, N. Y. 


RATES: 60c per line, minimum charge $3. Cash wile order. Figure bold face heads (maximum two lines) 


25 letters and spaces per line; light body face 34 per line. Box numbers add two lines. Copy deadline 
Thursday noon, 11 days preceding publication date. Display classified advertisements take card rate of $10 


per column inch. Regular card discounts on multiple insertions and space over 5 inches apply on display. 


HELP WANTED 


HELP WANTED 


POSITIONS WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GRORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


ADVERTISING SALESMAN wanted 
by long established afternoon daily 
in fast growing city, no Sunday. 
We are expanding the department 
and want a hustler to work with 
two capable men. Present business 
under contract. More business avail- 
able but present force unable to 
handle. When replying give refer- 
ences, reason for wanting to change 
position, and housing needed. Lead- 
er-Call, Laurel, Miss. 


Excellent opportunity for young 
man 22-28 in adv. dept. of nationally 
known manufacturer of automotive 
equipment and radios. Basic experi- 
ence in copy, rough layout and pro- 
duction desirable. Mechanical apti- 
tude necessary. 
Personnel Department 
Stewart-Warner Corp. 
2807 N. Wolcott St., Chicago, I]. 


VERSATILE EDITOR capable tech- 
nical, photo reporting electrical in- 
dustrial installations for 35,000 cir- 
culation paper and non- technical 
photo reporting for quarter million 
circulation commercial paper. 
Phone Central 7150 or write 

Box 9369, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


For Business 


advertising or publishing. 


letter. Send no samples. 


Box 6926, ADVERTISING 


Associate Editor 


Editor of monthly business magazine needs 
alert, young assistant who can handle 

field reporting, rewrite and copy desk. 
The right man for the job may now be 

a house organ editor with a merchandising 
organization . . . a publicity writer with 

a manufacturer . . . or a copy writer with 
a small advertising agency. Probably he is 
a veteran, with several years business 


experience, who wants a career in 


He will enjoy a rare opportunity for 

a rounded education in merchandising, 

sales promotion, advertising and 

market research. Starting salary will be 

modest, but the right man will advance rapidly. 


Location, Chicago. "Tell all" in a one-page 


100 E. Ohio St., Chicago II, Ill. 


Paper 


AGE 


PUBLICATION EXECUTIVE AND 
BUSINESS GETTER 

Manager of old-established weekly trade paper 
seeks better opportunity with top-grade pub- 
lication. Known to many agency executives 
East and Middle West. Capable business pro- 
ducer; can assume full management responsi- 
bilities an publication. Dependable, congenial, 
respectfully aggressive. Write or wire. 

Bex 6924, ADVERTISING AGE 
330 W. 42nd St.. New York i8, N. Y. 


Wanted 
ADVERTISING ASSISTANT 
Production experience essential. 


background desirable. Fine es 

with large Chicago Manufacturer. Give 

complete details, age, salary expected, etc. 
Box 6928, ADVERTISING AGE 

100 E. Ohio Street, Chicago I!, Illinois 


EXPERIENCED ADVERTISING 
EXECUTIVE AVAILABLE 


ey N. Y. Adv. Agency, 

. Seeks connection with 
requiring hard-hitting sea- 
Space, radio and direct mail. 
Consumer. 
and prod. Formerly Ady. 
Age 33. Sal. $7,500. 


Bex 6927, ADVERTISING AGE 
42nd 18, WN. 


330 Ww. St.. New York Y. 


*% | want free-lance artwork (creative 
modern layouts @ spot drawings @ 
stylized lettering @ package designing, 
etc.) from a company who can guar- 
antee a volume of business. You will 
receive prompt service and top notch 
work priced right. 


Box 6925, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 


ADVERTISING 
PRODUCTION MAN 
with all around knowledge of type, 
art, paper and production processes 
for office contacts with customers 
and order writing in specialty off- 
set and duplicating plant. Rare op- 
portunity for man now in “blind 
alley” but equipped with knowledge 
and experience for better position. 
Old established firm. Loop location. 


State age, experience and salary 
wanted. Address: 
Box 9353, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 
NATIONAL AGENCY 
Two Account Executives, 
Packaged Foods, Drug Field 
under 35, several years agency 


experience required ..... hag -$12, oy 
Editorial-Adv-Make-up Pub. 5,20 
Copywriter—Editorial ...... r'000 
Illustrator—Agency ........ ,500 
Editorial—Asst. photo bked.. 3,600 
Copywriter—Catalog exp..... 5,000 
Asst. Hse Organ Mer....... -- 3,000 
Adv. Rate Ext. Clk...... esses Eee 
WOMEN 
Publicity—Copy radio nspr... 5,000 
Artists—Water color 5,000 
Copywriter—Foods .......... 4,800 
Steno—Advertising agency .. 3,500 
Centinuity Writer—Typist 3,600 
Illustrater—wash-line draw . 3,120 
Typist—Script ............6. ,100 
CASTLE & ASSOCIATES, INC. 
220 S. State Har. 9800 Chicago 


WANTED: Artist, especially skilled 
in diversified ad layouts. Only ex- 
perienced and top notch man need 
apply. Send samples and state salary 
expected. 
W. J. Smith Advertising Agency 
Martin Brown Building 
Louisville, Kentucky 


PRODUCTION MANAGER 


Adv. agency needs capable, exp. 
man or ones. Splendid oppr. 
ones Frankel Co. 
180 N. Watesh Ave., Chicago, Ill. 
POSITIONS OPEN 
2 Copywriters lge agcy exp. .$12,000 
Space Sales Clev. terr. mag... 12,000 
Space Sales Chgo & terr. mag. 10,000 
Art Director, agency........ 10,000 
Copywriter, major agcy exp.. 9,000 
Time Sales, radio rep....... 5,000 
Sales Prom. agcy automotive. 8,000 
Slide Film Writer, agency... 7,000 
Adv. Mgr. food exp......... OPEN 
Direct Mail Writer, agency... 7,000 
Copywriter, agcy ethical drug 6,000 


Other positions for both 
men and women 
FRED J. MASTERSON 
Advertising and Publishing 
185 N. Wabash FRA 0115 Chicago 


POSITIONS WANTED 
Advertising Manager Experienced 
All phases: Selling, Promotion, 
Copy, Production. Good idea man. 
Prefer N. Y. or Wash. D. C. area 
but will go anywhere. 

Box 9358, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
AN UNUSUAL GIRL 
She is an excellent secretary who 
knows quite a bit about production 
and has the knack of turning out 
neat roughs. She has initiative and 
will make some busy adv. manag- 
er’s job a whole lot easier as she 
has mine for the past four years. 
I would like to see her happily lo- 
eated now that our department is 

being discontinued. 
Box 9359, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11., Ill. 


Ambitious young man, college grad. 
desires position selling adver. space. 
Adv. training & selling exp. 

Box 9375, ADVERTISING AGE 
100 E. Ohio St., Chicago 11 III. 
ACCOUNT EXECUTIVE 
“Solid” agencyman, copywriter and 
acct. mgr. seeks post with future. 
In productive 30's. 12 yrs. adv. 
exp. (6 with agency). Veteran of 
copy, plans, contact, sales, layout, 
ete. Top-flight radio exhibits. Con- 

sumer, ag., indust. exp. 
Box 9360, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SEASONED COPY WRITER 
Wants harder job—location second- 
ary. 13 years ad experience. Now 
writing national accounts of me- 
dium-size Mid-West agency. Age: 
35. Married. Sane about salary. 

Box 9361, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, TI. 


Phrenology AND my horoscope indi- 
cate I’d be a good all-round handy- 
gal, assistant! Experience verifies 
it! 2 yrs in 1-man agcy; revel in 
helping beat closing dates. Can take 
orders, yet have initiative. Type, 
know dictaphone. Prefer variety of 
ad dept or sml agcy. 23: college 
grad; single. Los Angeles. 

Box 9365, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, TI. 


ART DIRECTOR 
22 yrs exp in layout New York and 
Chicago agencies. Chicago preferred.. 
Box 9366, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


COMPTROLLER-ACCOUNTANT 
NOW AVAILABLE 

Knows advertising agency systems 
and procedures, including media 
and market budgets, estimates, con- 
tracts, short rates, taxes, ete. 
Highest references attest to ability, 
loyalty, and character. Before 4- 
year military service as officer, was 
with CPA firm. Age 28. Now earn- 
ing $6,000. Married. WN. Y. area 
preferred, but will go anywhere for 
real opportunity with advertiser, 
agency, publications or radio sta- 

on. 

Box 9370, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ACE FREE-LANCE COPYWRITER 
—14 yrs. serving leading N. Y. agen- 
cies and national advertisers will 
pinch-punch for you. Original hard- 
selling copy. Fast. Reasonable. 

Box 9371, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 
Copywriter-Contact. 15 yrs in ad- 
vertising field; agency, dept. store, 
nspr in production and selling.. 

Box 9372, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, TI. 
COPYWRITER OR ACC’T EXEC 
3 yrs. topflight NY agency on food, 
drug acc’ts, 1 yr. with retail chain 
automotive prods. seeks oppty. 
growing agency. Steady, hard-work- 
ing family man, college grad. 33, 
now employed in Chicago. 

Box 9373, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Til. 
Industrial Editor—Available Feb. 
15th. Background—Machinery, Ma- 
terials, Processing. $6,500. 

Box 9374, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
PRODUCTION ASSISTANT 
seeks new agency connection. Exp. 
in engraving and printing. Can 

type. Exp. in office procedure. 
Box 9376, ADVERTISING AGE 
_100 E. Ohio St., Chicago 13,334. 


~ REPRESE NTATIVES WANTED 


Trade magazine, dominant in its 
field, needs middle western repre- 
sentative. Prefers experienced 
salesman in thirties who can make 
trips of two or three weeks with- 
out returning home. Salary $6,000 
and bonus arrangement that should 
bring several thousand more. A 
knowledge of heating industry or 
building field will help. Chance for 
advancement. Give complete infor- 
mation, record, references, and pic- 
ture in first letter. Completely con- 
fidential. 

Box 9363, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. 


» 
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Ads Misrepresent 
School Courses, 
FTC Complains 


WASHINGTON—The FTC has js. 
sued an order against advert sing 
practices for a series of corre. 
spondence courses offered by Mar. 
kus-Campbell Company, Chicago, 
and a number of its subsidiaries 

Courses covered dress design 
baking, photography, public 
speaking and advertising. The aq- 
vertising course, subsequently 
abandoned, was called the Page. 
Davis School of Advertising. 

The order generally = guards 
against ads which misrepresent 
job opportunities, misrepresent 
the size of the faculty, or value of 
the courses. 

One provision requires a Mar. 
kus-Campbell subsidiary, the Na. 
tional School of Dress Design, ty 
avoid any implication of associa- 
tion with McCall’s Magazine or 
McCall Pattern Book. 

FTC found that advertising ma- 
terial for the dress course in- 
cluded a_ booklet entitled “A 
Career in Costume Designing,” by 
L. L. McCall, director, National 
School of Dress Design. 

“Use of the name McCall,” the 
commission held, “tended to mis- 
lead some members of the public 
into the erroneous belief that 
there is a connection between the 
school and the publication.” 


Fitzsimmons Resigns 

John J. Fitzsimmons has re- 
signed as associate advertising di- 
rector of Frankfort Distillers Cor- 
poration, New York. He plans to 
enter the wholesale liquor busi- 
ness. 


Promotes Sturner 


Frank M. Sturner has bee 
elected vice-president and a board 
member of J. M. Bundscho, Inc. 
Chicago, advertising typographer 
He has been associated with the 
firm for 25 years in a sales an¢ 
service capacity. 


NATIONAL REPRESENTATIVE 
WANTED by one of the leading ABC 
papers in Southern state. Per capita 
income favorable, economic resources 
substantial and increasing. Write: 
Box 9350, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
REPRESENTATIVES AVAILABLE 
MIDTOWN MANHATTAN OFFICE 
Offers sound friendly business- 
building contacts to ind. or trade 
monthly or quarterly. Comm. basis. 
Box 9362, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


TERRITORY—MIDWEST STATES: 
OR ELSE: OHIO AND MICHIGAN 
These states buy great volumes of 
advertising. They require frequent 
sales attention. Arrangements Jan., 
1948, provide for productiye space 
selling effort for a substantial pub- 
lisher having a leading publHieation. 

Prefer permanent affiliation.* 
Box 9344, ADVERTISING. AGE 
100 E. Ohio St., Chicago 1}, Ill. 


TRADE PAPER DOCTORS 


We are looking for trade papers in 
need of expert counsel and help on a 
flat fee or retainer basis. Our execu- 
tive personnel with long background 
in editing, promotion, sale of adver- 
tising and circulation will make com- 
plete facilities of their New York or- 
ganization available. 

Analysis of your problems will be 
made without obligation. Replies held 
in strictest confidence or handled 
through your attorney. 

Box No. 6922, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


MISCELLANEOUS . | 


Advertising Services or Campaigns 
for local advertisers wanted by 
salesmen traveling middle-- west. 
Send sample or proof sheet. 
Box 9368, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl. 


For Sale—Small Industrial Ad Agen- 
cy in Chicago-Milwaukee Area. Will 
consider partner. No accounts nec- 
essary. All replies confidential. 
Box 9354, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


If you would like your own, high 
income, but easily learned office 
business, write for free details to- 
day. FRANKLIN CREDIT SCHOOL 
Dept. 215-A, Roanoke 7, Virginia 


KROM-A-TONE POST CARDS 
The newest most economical way to 
display any product. Samples and 
prices on request. 


| pharmaceutical director of Mur- 
|ray Breese Associates, New York, 


a CREATIVE WRITER GRAPHIC ARTS PHOTO SERVICE 
Young, versatile, exp. in publicity, 365-B. H 1 
copy, direct mail letters, mailing eal amilton, Ohio 
pieces, brochures. Rough layout, 
some production. Presently empl. FINE AGRICULTURAL ART 
adv. mgr. $4,000 vr. min Write John Andrews— 
Box 9364, ADVERTISING AGE F BLINK BONNIE FARM 
100 E. Ohio St.. Chicago 11, Til. 5023 Spaulding Rd., Omaha, Nebr. 
Experienced Radio Writer We are in the market for business 
Emphasis on commercial copy. Know | papers that are, or can be, published 
prod. techniques. Now copy chief, |in the South or Southwest. Will re- 
net affiliate, top mkt. Stable family |tain publisher or staff in deal if 
man. Vet, 27, Univ. of Missouri,| interested. All replies’ held confi- 
Journalism degree. dential. 
Box 9367, ADVERTISING AGE Box 9269, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 100 E. Ohio St., Chicago 11, Ill. 
m — = 
Wolfe Joins Merck has joined the advertising depart- 
ment of Merck & Co., New York, 
H. George Wolfe, formerly| manufacturing chemist, as a 


pharmaceutical writer and edi- 


torial adviser. 


MARKETING 
RESEARCH MAN 


Large advertising agency is. seek- 
ing qualified market research mon 
for its permanent Chicago staff 
He should be able to handle « 
variety of interesting assignment: 
Versatility and ability to write re- 
ports are essential. Our peop!’ 
know of the advertisement. 


Box 6923, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, !! 


SALES EXECUTIVE SEEK* 
TOUGH JOB 


solid, background, |7 years n 
two firms promotin well known prod 
to grocery, institution, bakery and © 
fection trade. Experienced directing 
tional Sales, hiring and training salesm™ " 
appointing brokers, merchandising, 5° © 
promotion, territories, market resea’ 
advertising, etc. Excellent, efficient 
ministrator with mental and phys'~@ 
stamina to carry heavy load. Now Se'e 
Manager company with limited oppo” 
tunity. Age 38. Top references includ'"9 
officers of present and former employ 
Salary $10,000, incentive and opportun ’ 
Write in confidence for resume. 


Box 6929, ADVERTISING AGE | 
330 W. 42nd St., New York 18, N. 
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Petrillo Gloats 
Over Acquittal, 
‘Death’ of Lea Act 


Third Round of 
Restrictive Laws 
Deemed Likely 


Cuicaco—James Caesar Petrillo 
last week scored another victory 
over the lawmakers who had 
passed the Lea Act specifically to 
restrain his activities, as Judge 
Walter J. LaBuy handed down a 
verdict of not guilty in federal 
court here. 

It was a grave, almost worried 
looking president of the American 
Federation of Musicians who 
walked into court to hear the deci- 
sion, but the frown turned into a 
smile, and his slow walk became 
his usual cocky strut as he ap- 
proached his attorney, Daniel D. 
Carmell, after the verdict had 
been read. 

“The Lea Act is dead,” Mr. 
Carmell declared. Said James 
Caesar: “That’s for sure.” And 
U. S. Attorney Otto Kerner Jr., 
who prosecuted the case, indicated 
that the government would make 
no appeal. 


Denies Featherbedding Charges 


Judge LaBuy denied that the 
featherbedding provisions of the 
Lea Act had been violated, declar- 
ing that no evidence had been pro- 
duced which would indicate that 
the three additional musicians 
which Petrillo sought to force on 
Station WAAF would not perform 
actual services. 

The judge also denied that the 
prosecution had proved any use 
of threats, duress, intimidation or 
violence, on the part of Petrillo, to 
foree WAAF to hire the additional 
musicians. 

Petrillo’s declaration that he had 
intentionally violated the Lea Act 
was passed over by Judge LaBuy, 
who ruled: “Defendant’s conclu- 
sion that his actions in this case 
constituted a violation of the law, 
or that the law was unconstitu- 
tional, is not determinative of his 
guilt.” 


Congress to Try Again 


Meanwhile, in Washington a 
third round of _ anti-Petrillo 
legislation became a_ possibility 
last week as_ broadcasters, set 
manufacturers and record makers 
described for a House labor com- 
mittee “absolute and dictatorial 
powers” which the AFM head al- 
legedly exercises over “the ability 
and opportunity of American mu- 
Sicians to obtain employment.” 

Mr. Petrillo will have a chance 
to state his side of the case next 
week. Meanwhile, Committee 
Chairman Fred Hartley (R., N. J.) 
said he is looking for a way to 
subject the AFM president and 
ther labor “czars” to anti-trust 
regulations. 

The course of last week’s hear- 
ing in Washington was diverted 
‘lightly by J. N. Bailey, executive 
director of the Frequency Modula- 
tion Association, who suggested 
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less than half the anticipated pro- 
duction. 

Mr. Geddes reported that the 
Petrillo ban on record making was 
a threat to the public generally, 
which had more than $1% billion 
invested in  radio-phonographs, 
record players, phonographs and 
other equipment; and a _ serious 
problem for radio manufacturers 
who trace over 40%. of their vol- 
ume to record playing equipment. 


Miller Hits AFM 


NAB President Justin Miller 
charged that Mr. Petrillo betrays 
the interests of professional musi- 
cians as well as the general public. 
Arguing that record makers and 
broadeasters provide “gilt-edge” 
employment for skilled musicians, 
he said: “Mr. Petrillo has not only 
bitten the hand that feeds musi- 
cians, but actually has tried to bite 
off the whole arm.” 

He contends that AFM is not “a 
real union,’ but is instead “a 
coalition of employers, profession- 
als and non-professionals.” Term- 


2h aS 8 este pny Pre 


production totaled only 1,150,000, | ing Mr. Petrillo “an economic 


pirate,” he said the AFM presi- 
dent’s actions sacrifice the welfare 
of the professional musician in or- 
der “to build a case” for the “un- 
skilled and non-professionals” who 
make up the bulk of the AFM 
membership. 


To Yield No Longer 


Under questioning, he promised 
that broadcasters will no longer 
yield to Petrillo ultimatums. “My 
personal opinion,” Judge Miller 
said, “is that Mr. Petrillo is not 
fundamentally concerned with 
sound methods of adjusting appar- 
ent difficulties. Nor does he de- 
sire to bargain collectively in a 
genuine American fashion.” 

Though he labeled AFM “a pe- 
culiar case study of a concen- 
trated, nationwide monopoly over 
a supply of labor,” Judge Miller 
refused to suggest legislative ideas 
beyond the Lea Act and Taft- 
Hartley Act at this time. 

“T have refrained from attempt- 
ing to formulate any recommenda- 
tions with respect to further legis- 


lation until the effectiveness of 
statutes recently enacted can bet- 
ter be evaluated, and until events 
of the next few weeks cast addi- 
tional light on Mr. Petrillo’s poli- 
cies with respect to radio broad- 
casting, including FM and tele- 
vision,” he said. 

In summary, Judge Miller 
warned: “If Mr. Petrillo could 
have his way completely, appar- 
ently there would be no radio; 
there would be no phonograph 
records; there would be no trans- 
criptions, no FM, no television. 

“Tf this is Mr. Petrillo’s ambi- 
tion for his union, it is an impos- 
sible and ridiculous one. To re- 
store the conditions under which 
music was performed in the 1890’s 
would be not only destructive of 
progress and art but destructive 
of the economic interests of his 
own members.” 


Smith Resigns Ad Post 


Vicki Smith has resigned as ad- 
vertising manager of Hunting & 
Fishing, New York, effective 
March 15. 
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Reinhold Makes Study 


Reinhold Publishing Corpora- 
tion, New York, has undertaken 
a detailed study of purchasing 
procedures on capital equipment, 
under the direction of John T. 
Fosdick, director of market re- 
search. An attempt will be made 
to trace the origin of orders for 
various types of capital equip- 
ment back to the conception of 
the idea which gave rise to the 
demand for the equipment. 


EUROPE 


American Advertisers and Advertis- 
ing Agents will find BELGIUM a 
suitable market in which to test 
EUROPE and, from there expand 
over the whole CONTINENT. 

This will be especially so, if they 
choose as their contact 


THE VAN YPERSELE 
AGENCY, 73 Rue Royale, BRUSSELS, 


as their advisors in this 


PROSPEROUS MARKET 


that Mr. Petrillo’s edicts limiting 

ive music on FM might be part 

of high pressure bargaining for a 

he contract with the networks. 
Set Output Involved 


Mr. 


Bailey contended that) 
wlichever side is responsible for | 


| 
| 
| 


the restriction of FM—the whole | 


F\ industry is suffering as a re- 
short time earlier, Bond) 
Geddes, executive vice-president | 


t the Radio Manufacturers Asso- | 
“ation, had told the committee 


thet Petrillo’s edicts against FM 


Prompted set makers to reduce 


operations last year. 
Mr. 


Geddes said 1947 FM set 
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how to relieve a headache. And Ben-Gay 
avoids a headache by using Reilly PLASTICTYPEs. 
Like more than two hundred other national 
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avoids the headache of third-dimensional shrink — gives cleaner, 
more uniform reproduction. Ben-Gay’s tearsheets prove it. Despite 
the varying production methods among newspapers, Reilly 
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sharp, clean, uniform tearsheets. 
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‘N.Y. Herald Tribune’ 
Promotes Crockett 

C. John Crockett, a member of 
the national advertising staff of 
the New York Herald Tribune, 
has been appointed classified ad- 
‘vertising manager of the news- 


paper. 


Mr. Crockett joined the Tribune 
in 1928 and in 1938 became a 
member of the national advertis- 
ing staff. He succeeds Lou L. 
Heaton, who will remain in an ad- 
visory capacity with the title of 
classified counselor. Mr. Heaton 
has been in ill health and at the 
present time is in Florida. 


Puts Comic to Work 


The Small Business Economic 
Foundation, New York, has pro- 
duced a lithographed comic book, 
called “The Man from Mars, 
Starring in the Dollar Dilemma.” 
The book is intended to simplify 
and explain the complex American 
economic system, and was pro- 
duced for the foundation by Young 
& Faught. 


for first Photograph 
$3.20 


Quality has not been sacrificed 
to allow these unusually low 
prices. They are made possible 
by a unique production technique 
developed during 15 years of 
quality service to the commer- 
cial, publicity and news photo- 
graphic fields. We have served 
as official photographer for the 
U. S. Treasury Dept. for 7 years. 
A telephone call RIGHT NOW 
for complete information will 
take a big. step toward solving 
your production cost problems. 


007? PHOTO 


for each additional shot 
—same assignment 


8 x 10 prints — 50c 


SERVICE 
64 W. Randolph” Chicago RAN. 6553 


‘Newspaper Admen 


Uniformly Happy 
at NAEA Meeting 


(Continued from Page 1) 


dent ef MacFarland, Aveyard & 
Co., Chicago, who declared that, 
given a legitimate product, “you’ll 
never fail’ in a newspaper cam- 
paign if the advertisements are 
good, the drive has continuity, is 
based on a plan and has dominant 
space. 

During the depression, he ob- 
served, newspapers got off on the 
wrong foot when they allowed 
the budding refrigerator and ap- 
pliance advertisers to buy space 
at local rates in so-called coop- 
erative drives. Fortunately, he de- 
clared, the newspapers have 
nearly ended that bad habit, and 
largely as a result are coming 
back strong as a competitor for 
the advertiser’s dollar. 

He said that his agency had quit 
using newspapers for its clients 
some years ago after it was paid 
more than $18,000 for expenses on 
a $150,000 newspaper campaign. 
But it has just completed a Zenith 
radio drive in newspapers, he said, 
in which it used 189 newspapers 
in 179 markets—70 of the papers 
running from 10 to 15 ads. 


Few ‘Throat Cutting’ 


In the six months ending Oct. 
30, 1947, Zenith (of which Mr. 
MacFarland is a director) did $43,- 
000,000 in business. ‘Newspapers 
don’t get all the credit, but they 
|didn’t hurt,” he added. 

In that newspaper drive, Mr. 
MacFarland continued, two news- 
| papers 


in only one city used) 


throat-cutting efforts to take away | 


|business from each other. 


men “say a kindly word” for their 
own newspapers “but not leave 
the other newspaper with a poor 
reputation.” There is still too 
little constructive selling of the 
medium, he declared. He warned 
that the newspapers, network 
radio and magazines could all af- 
ford more constructive selling 
methods because, by 1949 or 1950, 
television will be a very important 
competitor. 


Barnes Reveals New Drives 


Further bolstering of spirits 
came with a report by Harold S. 
Barnes, associate director, national 
division, Bureau of Advertising, 
on new campaigns which the bu- 
reau has weaned away from com- 
petitive media. 

When shown that people in cer- 
tain states consume an exception- 
ally high percentage of alcoholic 
beverages, Calvert Distillers de- 
cided recently, Mr. Barnes said, 
to start a strong campaign in 250 
newspapers in those states. 

When the bureau explained to 
the Bermuda Trade Development 
Board that most of Bermuda’s 
visitors came, from five eastern 
states, the island decided to shift 
from prestige advertising in maga- 
zines to use of newspapers in nine 
leading eastern markets. The 
drive will start within 30 days, is 
a test and will be expanded to 
other cities if it pays off. 

“Please don’t try to make it 10 
markets,” Mr. Barnes added, “until 
we see how it works.” 

Throughout his discussion, he 
emphasized that the bureau’s work 
with advertisers depends on co- 
operation from NAEA members 
and that they must not interfere 
with the bureau’s plans for de- 
veloping new business with na- 
tional advertisers. 


May Get Kellogg, Too 
He also reported that statistics 


| In all|recently given by bureau repre- 
|other cities, the newspapers went | sentatives 


to Kellogg Company 


along with the basic plan of the|may result in Kellogg’s additional 


radio company and sales were sat-|use of the medium. He pointed | 
isfactory in all cities except the|out that Kellogg’s cancellation of | 


one in which the two papers tried | its “Superman” radio serial might 
|rate-cutting and other methods of |help in this regard. The bureau 
‘also, he said, helped greatly in 
| Mr. MacFarland criticized dealer | influencing California Fruit Grow- 
| 


| getting the business. 


space. 
He suggested that space sales- 


& 


I PERN Le if 


WHAT! 


you don’t know 


SULLIVAN? 


' 
| 


cooperative advertising in which|ers Exchange to launch a new 
manufacturers do not direct how | $800,000 Sunkist drive in news- 
the allowances shall be used. The! papers, and in having Jacques 
dealers, he said, do not advertise | 
|at the same time, their ads are not | $500,000 into its first newspaper 
good and they do not get dominant | drive for watch bands. 


Kreisler Mfg. Corporation put 


Mr. Barnes also held out hope 


\that the National Guard $1,000,000 


advertising drive may eventually 
go into newspapers. At present 
Gardner Advertising, St. Louis, 
which handles the campaign, is 


using magazines, but only because | 


Congress specified that “national” 
media should be used. 


Works with Media Records 


Vernon Brooks, national adver- 
tising director, Scripps-Howard 
Newspapers, New York, and chair- 
man of the sales committee, said 
that the bureau is working out 
arrangements with Media Records 
to obtain long-sought statistics on 
the expenditures by national ad- 
vertisers in various media. He 
said Media Records will merge 
its figures on 109 cities with fig- 


by the bureau. NAEA members 
must cooperate in their cities, he 
said. Five hundred newspapers 


| have agreed to fill in question- 
{naires on the subject for the bu- 
|reau, “but more are needed.” 
| He also announced that the bu- 
| reau has completed a new sound- 
slide film on newspapers for show- 
|ings to small retailers. 

Thomas Walker, of Sawyer, Fer- 
guson, Walker Company, New 


MacFarland on what it takes for 
a successful newspaper campaign. 

Besides effective ads, a plan, 
dominant space and continuity, he 
said, intelligent space buying is 
also required. He declared that 
the “brass hats” in agencies should 


ures on other cities to be supplied | 


York, differed somewhat with Mr. | 
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DOWNSTATERS—Among NAEA mem- 

bers in Chicago last week were Illinois’ 

B. C. Whitsitt, director of advertising, 

Decatur Herald & Review, and C. E. 

Phillips, advertising director, Rockford 
Republic and Star. 


put their media buyers on an equal 
footing with creative personnel. 


Hits ‘Useless’ Requests 


Mr. Walker declared that the 
period when newspapers engaged 
most of the time in criticizing 
other newspapers was a matter of 
history rather than only recently 
ended. In any case, he said, news- 
papers are doing a more intelli- 
gent solicitation job and, where 
they are criticizing competitive 
papers, do so “constructively.” 

Mr. Walker also frankly urged 
the NAEA members to refrain 
from asking their representatives 
to make useless and meaningless 
calls. He said that his and other 
representatives are frequently re- 
quired to waste much time and 
effort on behalf of “visiting fire- 
men.” 

Herbert Tushingham, classified 
advertising manager, Courier-Post, 
Camden, N. J., and president of 
the Newspaper Classified Adver- 
tising Managers Association, 
warned against increasing rates 
for transient classified advertising. 


Discusses Classified Billing 


He suggested that classified rates 
be highest for “out-of-town” ad- 
ivertisers, fairly high on regular 
commercial contract advertisers— 
though these should get discounts 
for amount of space used—and 
relatively low on transient ads. 
|The transient or “housewife” 
classified ads, he declared, create 
|such high reader interest in all 
|classified that they should be al- 
lowed low rates even though other 
| advertisers might be forced to pay 
more as costs increase. 

Mr. Tushingham declared that 
newspapers should not pay com- 
mission on classified, or at least 
should lower present commissions 
where used. They should also bill 
‘advertisers by one-cent postals, 
| and should use only from 30 to 
|50 classifications in order to cut 
costs. 
| Among “two-minute ideas” ex- 
plained to NAEA members was a 
“bonus plan that always works,” 
presented by Leon Kondell, Her- 
| ald-News, Passaic, N. J. Mr. Kon- 
|dell said that most bonus plans 
fail because they put no emphasis 
/on old business and pay little or 
‘nothing when business slumps. 

His plan calls for use of “office” 
/accounts as a barometer on which 
the salesmen’s bonus shall be 
based. Also, on renewals of 12- 
month contracts, salesmen are 
paid a bonus, as the renewal is 
|considered “new business.” 

Ralph H. Newcomer, Inquirer & 
News, Battle Creek, Mich., sug- 
gested that the newspapers collect 
weekly from retail advertisers. By 
doing so, he said, his newspaper 
has had almost no losses on retail 
| advertising. 


Abt Tells of Survey 
Henry J. Abt, president, Brand 


greatly on each other. Although 
the high tide of introduction of 
new brand names is past, he said, 


| the newspapers—always needed to 


establish distribution of new prod- 
ucts—will not lose in general ad- 
vertising linage. The BNF in the 
past six months, he explained, }\as 
received constantly greater nim- 
bers of proofs of brand advertis- 
ing used. by large department 
stores, and brand name adveriis- 
ing is gaining momentum. 

Karl T. Finn, advertising direc- 
tor, Cincinnati Times-Star, re. 
porting for the standard measure- 
ment regulation committee, dis- 
closed that a recent NAEA survey 
showed that 278 members are 
using the measurement plan for 
billing agencies which was adopted 
last year by NAEA; 65 newspapers 
which say they are complying 
with the plan are not in fact abid- 
ing by it, and 63 have not adopted 
the plan. 

The plan provides that news- 
papers charge for space between 


cut-off rules placed far enough 


above and below ads to include as 
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These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
model building and hobby 
crafting—are constant re- 
minders of your products 
and services . . . and your 
prospects, customers and 
workers will keep them 
always available. Tools arc 
of high-grade alloy stee: 
... handles are of durable 
bright red plastic. Al! 
tools are housed in hollow 
| handle — and kits are in- 
_ dividually packed. Han 
dles can be imprinted . . 

with your name or trade 
mark . . . at nominal cost 


Names Foundation, New York, dis- 
closed that a recent BNF study of 
20 newspapers showed that 42% of 
the advertising therein was de- 
voted to brand name _ products 


tisers or local dealers), “and the 
percentage is growing every 
month.” 

He emphasized that the growth 
of general advertising in news- 
papers and of the sales of brand 
name products had depended 


(either placed by national adver- | 
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| ature, state your require: 
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many lines as ordered by agencies 
in cases Where mats shrink be- 
fore used. Mr. Finn said that at 
least one agency, while satisfied 
with the plan because of savings 
in reeasuring actual amount of 
space taken by shrunken mats, 
had expressed no intention of pay- 
ing (or excessive amount of white 
space. 

vThe research committee, headed 
by John Lewis, advertising direc- 
tor, St. Paul Dispatch and Pioneer- 
press, released preliminary figures 
obtained in a survey on rates, 
showing that most NAEA news- 
papers do not plan rate increases 
in the near future. 

Of the first 116 replies to the 
survey, 36 said they either have 
recently increased rates or soon 
will; 65 said they plan no in- 
reases and 15 said they may boost 
rates if costs continue to rise. 


Manzer Elected President 


At the close of sessions Wednes- 
day, Harold V. Manzer, business 
manager, Telegram-Gazette, Wor- 
cester, Mass., was elected presi- 
jent. George G. Steele, advertis- 
ing director, Philadelphia Bulletin, 
vas made lst vice-president, and 
Louis E. Heindel, advertising di- 
rector, Madison Newspapers, was 
ade 2nd vice-president. 

New directors, elected for three- 
ar terms, include: Loyal Phil- 
ips, advertising director, New Or- 
leans Item; Herbert G. Wyman, 
dvertising director, Pittsburgh 
Post Gazette; James Armistead, 
dvertising director, Nashville 
Banner and Tennessean, and 
Richard J. Jones, manager, gen- 
ral advertising, Portland Ore- 
onian. 

The board elected H. L. Garner, 
reneral manager, Examiner, Peter- 
orough, Ont., as a director, suc- 
eeding Herman P. Diehl, business 
manager, Le Canada, Montreal, 
who has resigned. 


Berkeley Industries 
ormed by Merger 


Berkeley Industries, Jersey 
ity, N. J., has been formed as 
he result of a merger of Con- 
olidated Razor Blade Company, 
lashlight Company of America 
rnd Steel Tape Company of Amer- 
ca. 

Items manufactured by the com- 
ined companies include Berkeley 
azor blades, Berkeley windproof 
ighters, Rex Ristlites, Baldwin 
eel rules, Berkeley Swing-Lok 
ocket knives and venetian blind 
rips. Grey Advertising Agency, 
ew York, continues as_ the 
gency. 


lakes Gu~sow Name; 
Adds ‘Photo Industry’ 


The corporate name of Food 
rade Journals, Inc., New York, 
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Adcraft Club Cancels 
Blast at Joint ANA, 
Four A’s Program 


(Continued from Page 1) 


briefed on Page 56) before the 
Sales Executives Club of Worces- 
ter, Mass., on the evening of Jan. 
27. When Mr. Adams got the 
telegram from the Detroit club, he 
immediately called the program 
chairman of the Worcester group, 


where he had a previous commit- 


ublisher of Candy Industry, 
indy Industry Catalog and For- 
\ula Book, Bottling Industry and 
fobacco Record, has been changed 
® Don Gussew Publications, Inc. 
ficers are Don Gussow, presi- 


lent and treasurer; Jack Wax, 
\ce-pre-ident, and Elizabeth Gus- 
OW, secretary. 


1 association with Joseph Mil- 
formerly vice-president and 
lvertising director of 

"ap ic Trade News, the company 
Vill publish Photo Industry, a bi- 


Photo- | 


"eekly business paper, first issue | 


‘which is scheduled for March 16. 


Ptengel Heads Sales 


Louis C. Stengel Jr., West Coast 
gional 
1 Shirt Company, New York, 
aS deen appointed general sales 
aiager of the company, suc- 
‘snd. Mr. Stengel joined Man- 
‘ttun in 1929 and in 1939 was 
‘ay od assistant sales manager. 
‘943 he was transferred to 
Pan "rancisco. 


ardin Appoints Cayton 
H 


forizer, dry 

Maker’s Friend products, 
Dpointed Cayton, Inc., New 
‘29 handle its advertising. 


| 
' 
ROT 


sales manager of Man-| 


ng C. E. Nelson, who has re- | 


din Chemical Company,) 
‘ac etown, N. J., maker of de- | 
cleaner and other | 


ment to speak, explained all the 
circumstances, and asked whether 
the Worcester club wanted to 
withdraw its invitation. The club 
promptly invited him to deliver 
the controversial speech, or any 
other speech he cared to make, at 
the appointed time. 

The news that Mr. Adams’ talk 
would not be made in Detroit Fri- 
day reached Mr. Adams at 8:43 


iam. Thursday via a_ telegram 


signed by Harold Hastings, secre- 
tary-manager of the Adcraft Club 
“for the directors of the Adcraft 


Club.” It said: 

WE HAVE READ COPY OF TALK 
YOU PLAN TO MAKE THIS WEEK AT 
DETROIT ADCRAFT CLUB WHICH WE 
UNDERSTAND HAS ALREADY BEEN 
RELEASED TO TRADE PRESS. IN 
VIEW OF THE ENTHUSIASTIC EN- 
DORSEMENT AND COMPLETE AP- 
PROVAL GIVEN JOINT COMMITTEE 
PRESENTATION AT ADCRAFT CLUB 
LAST FRIDAY WE RESPECTFULLY 
SUGGEST THAT, TO SAVE YOU AS 
WELL AS ADCRAFT CLUB, WHAT WE 
BELIEVE WILL BE ACUTE EMBAR- 
RASSMENT, YOU DO NOT MAKE THE 
TALK YOU ARE PLANNING TO MAKE 
THIS FRIDAY. WHILE WE ASSURE 
YOU THAT WE ARE ALWAYS INTER- 
ESTED IN HAVING BOTH SIDES OF A 
SUBJECT PRESENTED WHICH 1s 
DEEMED TO BE CONTROVERSIAL, 
WE DO NOT BELIEVE THIS PRO- 
GRAM OF THE JOINT COMMITTEE TO 
BE IN THE CONTROVERSIAL CATE- 


GORY, IN VIEW OF ENDORSEMENTS 
GIVEN IT HERE BY MEMBERSHIP, 
LEADERS OF DETROIT BUSINESS 


AND ADVERTISING EXECUTIVES, AS 
WELL AS LARGE GROUP OF ANA 
DIRECTORS WHO WERE IN AT- 
TENDANCE. UNDER CIRCUMSTANCES 
WILL BE GRATEFUL TO YOU FOR 


YOUR WITHDRAWAL. WE HAVE 
MADE ARRANGEMENTS FOR AN- 
OTHER SPEAKER, 

Mr. Adams, who _ incidentally 


is a director of the Association of 


National Advertisers himself, told 
ADVERTISING AGE that he did not 
intend to answer the Adcraft Club 
wire. “They’re making a moun- 
tain out of a molehill,” he said. “I 
have no intention of building up 
a controversy. What I intended 
to say, and what I will say in 
Worcester, is simply my opinion. 
I’ve been thinking about it a lot, 
and I’m convinced that my opin- 
ions are sound and valid. But I’m 
not trying to upset any apple 
carts; I am merely interested in 
presenting my point of view. And, 
incidentally, I didn’t ask to talk 
to the Adcraft Club; they asked 
me.” 


Resigns Paramount Job; 
Shuford Ad Chief 


Curtis Mitchell, national direc- 
tor of advertising and publicity of 
Paramount Pictures, resigned Jan. 
16 to become treasurer of Berk- 
shire Enterprises, a company sup- 
plying records to New England 
theaters for premium use. There 
will be no immediate successor to 


67 


his title at Paramount. 

Stanley Shuford will head ad- 
vertising, Ben Washer, publicity, 
and Sid Mesibove, exploitation. 
All will report to Paul Raibourn, 
Paramount vice-president, who 
will exercise closer supervision 
over advertising and promotion 
functions. 


Transfers Fauber 


Bill Fauber, Detroit manager, 
has joined the Chicago sales staff 
of Popular Science Monthly. 


The Goodfruit Grower 


324 West Yakima Ave. Yakima, Washington 


eye 
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Original research by Stern on PREFERENCES 
IN INDUSTRIAL LITERATURE reveals with un- 
common clarity what physical characteristics in 


such literature are preferred by men to whom 


you offer your products and/or services. 


Here, for the first time in the history of industrial 


literature, you discover a clear-cut mandate to 


turn thumbs down on rule-of-thumb printing. 


For now you can apply the Preference-Tested 


printing formula to your own industrial litera- 


ture — catalogs, 


PREFERENCE- | 
TESTED 
FOR 
MAXIMUM 
IMPACT 


booklets, house magazines, 


brochures, self-mailers or any other format now 


being used or proposed. 


FACTS eee FACTS ee 


FACTS 


Facts on HOW best to present the exciting 
story of your business to your customers and 


would-be customers are now yours for the 


asking. You can apply these facts to your next 


job of printing—even to one that 


may already 


be well along in the planning stage. Simply 


check or specify the type of work involved, 


add name and address and mail coupon below. 


Sduranrd Stern + Company » Que « 


Printers Since 1871 °* 


Graybar Building, New York 


Gentlemen: 


O ANNUAL REPORTS 
0 CALENDARS 
0 CATALOGS 


OTHER — 


Sixth & Cherry Streets * 


17, N.Y. © 755 Boylston Street, 


EDWARD STERN & COMPANY, INC. (Depf. 12) 
Sixth & Cherry Sts., Phila. 6, Penna. 


Put us down for a call from one of your Printing Planners to discuss (without obligation) 
the application of PREFERENCES in the production of: 


() DEALER MATERIAL 
© EMPLOYEE BOOKLETS 
0 HOUSE MAGAZINES 


When wanted: Rush 


We 
' 


, Within a Week 


Position 


Boston 


, Within o Month 


Philadelphia 6, Penna. 


16, Mass. 


[1 PROMOTIONAL MATERIAL 
[) PUBLIC RELATIONS PRINTING 
© TECHNICAL BOOKLETS 


Street 
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‘Buck Inflation, 


Relailers Urged 
it NRDGA Meet 


McNair Asks Greater 


Vision 
whey 
On On 
deale 
local 
unde 
Mises 


ig Imports, Resistance 
ntionM’ to Increased Prices 


Pe and 
New YorK—Dr. Malcolm P. 
(Nair of the Harvard Business 
kchool urged department and spe- 
jalty store executives, at the an- 
hual meeting of the National Re- 
aii Dry -Goods Association last 
yeek, to join with manufacturers 
nd labor to “‘buck price advances 
t every turn.” 

Specifically, Dr. McNair told the 
IRDGA: 

“Don’t accept price advances as 
nevitable. . . Don’t make commit- 
ents too far in advance. Be pre- 


ADS ared to forego some sales for a 
_Bpanageable inventory when, and 

Tie _ the turn comes. 

A “Hold off on all but the most 
con® rgent expansion plans. This is a 
ue ih me when available resources of 

n! pbor and materials ought to go as | 


lly as possible into consumer 
oods. 

“Go after imported merchandise | 
oH as great an extent as feasible.” | 


‘Brand Name Can Do Most’ 


Royal Little, president of Tex- 
on, Ine., pointed out that “the 
rand-name manufacturer can do 
jore than others to develop a 
igh rate of turnover” for re-| 
ilers. “The forceful national ad- 
ertising programs of the brands 
ring millions of women weekly 
ito the leading department 
tores,” he said. 

These brands, he added, have 
pster turnover, ana in terms of 
nits, the advertising cost is rela- 
vely low (four cents on Nashua 
leets). 


K YOUR 
ER FOR 
DUCTS 


te drawing 
finest art: 
med 100% 
anent face 
on a well- 
hick board 
D or twist. 


surfaces; 


ace (HP) B If stores could operate exclu- | 
urface & Bvely with only the cream of the | 
a amy ation’s leading brands,” Mr. Lit- | 
e¢ emphasized, average inventory 
me ey rover could be reduced from 
ater color MPU to two months. ‘Potential 
‘too rough entory risk would be drastical- | 
1 order } reduced,” he said. 
ts) J. M. McKibbin, assistant to the | 
esident of Westinghouse Elec- | 
oh gee i Corporation, urged “recogni- | 
right for HON of the fact that our economy 
on }0On an entirely new level—we | 
«$ 40 Must think in terms of bigger vol- 
v= $ too Mee when we set our selling 
| order Dals,”? 
" Mr. McKibbin estimated that 
* \ Nsumers would have $98 billion 
90 \ spend this year on durable and 
\ #Po-durable goods. He believes 
we \ Bat greater durable goods produc- 
“we \on would “have the effect of 
“aw @wering the prices of food and 
“ aer commodities as competi- 
— * for these dollars becomes 
gm 8 onger.” 


‘Use Savvy’ 


Compared with other “white- 
llar industries’—telephone, in- 
fance and personal finance com- 
hies, and banks—the public re- 
tds department stores as among 
® least important, said Dr. J. 
levens Stock of Opinion Research 
me ration. Of these five, the 
in 

RY the lowest wages. 

Dr. Stock told the retailers to 
ke their “merchandise savvy” to 
“citizenship .. . and your im- 
Ttance in the community,” as 
. is merchandise. 

1X, 
* first award for institutional 
Samong stores of $5,000,000 and 
hre annual sales, in the NRDGA’s 
' | newspaper advertising con- 
§ 
Tt Advertising Executives Asso- 
on, 


‘ong institutional ads 


thinks department stores | 


Baer & Fuller, St. Louis, | 


onducted with the Newspa- | 


Falks of Boise, Ida., was first | 
m0 in the | 
2,000,000 group, and Bigelow’s, | 


1948 


Jamestown, N. Y., under $2,000,000. 

For merchandise ads, the re- 
spective top winners were Hecht 
Company, Washington; John Mac- 
Innes Company, Worcester, Mass., 
and Bierer’s of Hiawatha, Kan. 
Top award winner for color ad- 
vertising was D. H. Holmes Com- 
pany, New Orleans. 


Lists Radio Winners 


Radio prize winners, listed in 
the order of their store category 
(above $5,000,000 gross volume; 
from $2,000,000 to $5,000,000, and 
less than $2,000,000) are: 

General family programs—Wie- 
boldt’s, Chicago; Cohen Brothers, 
Jacksonville; Chappel’s, Syracuse. 

Women’s programs — Sibley, 
Lindsay & Curr, Rochester; Maas 
Brothers, Tampa; Bon Marche, 
Spokane. 

Teen-age programs — Alexand- 


er’s, the Bronx, New York, tied | 


with Shillito’s, Cincinnati; Maas 
Brothers, Tampa, and Wyman’s, 
South Bend. 

Only one award was made for 
children’s programs (Zion Cooper- 


| ative Mercantile Institute, Salt 
|Lake City) and farm programs 
| (Black’s, Waterloo, Ia.). 


'PHILADELPHIA C OF C 
ASKS PRICE TRIMMING 


PHILADELPHIA—The Chamber of 
Commerce here has appealed to 
its 3,200 members to “take all 
steps necessary to halt succession 
of wage and price increases” in 
order to forestall another “inevi- 
table crash.” 

A letter sent by Clarence Tolan 

r. outlines a four-point program 
‘to combat inflation: 

1. “Stop raising prices and lower 
them wherever possible as soon as 
possible. 

2. “Reverse price policies based 
on the theory of getting all that 
the traffic can bear. 

3. “Review 1947 profits picture 
and anticipated profits for. 1948 to 
determine if your firm could pass 
on to consumer any relief in the 
form of lower prices. 

4. “Take all necessary steps to 
increase production and effi- 


| 


ciency.” 

To implement the plan, Tolan 
called on labor for cooperation, 
promising that industry will do 
everything to “get production up 
and prices down.” He asked labor 
leaders to postpone a third round 
of wage increases for at least a) 
year to “permit industry to re-| 
vamp its price structure down- 
ward.” 


Nelson Aids Scheidker 


August A. Nelson, formerly in 
charge of creative services and 
promotion for Hodes-Daniel Com- 
pany, New York, direct mail ad- 
vertising, has joined the execu- 
tive staff at New York headquar- 
ters of the American Association 
of Advertising Agencies to assist 
Richard L. Scheidker, assistant 
executive secretary. 


Gorman Named A.M. 


Patrick A. Gorman, who joined 
the company as assistant merchan- 
dising director last fall, has been 
named advertising manager of 


69 
Burma-Vita Shifts 3 


Alan G. Odell, advertising man- 
ager and vice-president of Burma- 
Vita Company, Minneapolis, man- 
ufacturer of Burma Shave, has 
been named president of the com- 
pany, succeeding his father, Clin- 
ton Odell, who has been made 
chairman of the board. Leonard 
C. Odell, sales manager and 
brother of Alan, has been appoint- 
ed vice-president. 


Write for information on 


42t-ST/K 


T.M.Reg. U.S. Pat. Off. , 
Self-adhesive displays 


for point-of-sale advertising 


MILLIONS AT WORK FOR 


SIMON ADHESIVE PRODUCTS CoRP. 
424 West 33rd Street, New York |, N.Y. 


| Philip Morris & Co., New York. 


| 


| 
| 
| 


l 


N 


Periodically, surveys 


| 


Sound Apples in the Barrel 


have revealed a disturbing 


consumer attitude toward advertising. As a result 
there has been considerable discussion regarding 
methods of “re-selling” consumers, particularly 
women, on the economic value of advertising. 


Years ago, by establishing a policy of selected ad- 
vertising, The National Geographic Magazine an- 
ticipated this present situation. This policy insists 
upon sincere and believable advertising of products 
acceptable to all of the members of the National 


Geographic families. 


Occasionally this requirement has been referred to 
as “old-fashioned” and not quite in the modern 
tempo. It is our belief that most persons are old- 
fashioned when the welfare of their own families 


is affected. 


If your copy belongs in The National Geographic 
Magazine, it will be in the company of other adver- 


tising which belongs 


there. It will be productive 


because it will be read and believed by The First 
Million Plus Families in America. 


The First Million Plus Stays Sold 


| _ THE NATIONAL GEOGRAPHIC MAGAZINE 


WASHINGTON, D. C. 


NET PAID CIRCULATION EXCEEDS 1,600,000 


oe 2 ee ee ee en ii, ES 
Mi os — gl i sw 
inont | 
| 
| | ay 
Po . 
Po srestnioaiibe —— 
| a 
7 
| | 
a | ; 
¥ a . 
ee To 
wil | | 
colo 
or Zz f 
PE EEE al i BP» . i 
= Nui,,, ») IE 
i 
BOARD } —> Fa \ ; 
am Hl! Hf 
ee | 
es I 
i ee 
< oe 
a SS 
» 3 ‘ 
q Po 
r aT 
4 ee 
‘ie } 


bi, 70 


~ Truman Budget 
Forecasts Cartel, 
Price Inquiries 


(Continued from Page 1) 


into practices involving restraint 
of trade, price fixing and price 
discrimination. 

Moreover, an additional $185,- 
000 is earmarked for an investi- 
gation of administered prices by 
FTC economists, now headed by 
cartel-expert Corwin Edwards. 
Prevalent in industries where a 
few firms dominate production, 
“administered prices’ are said to 
be “one of the most important 
current domestic economic prob- 
lems.” In all, the budget boosts 
FTC’s staff from 484 to 635. 


; Step Up Census Reports 


2. Strengthening of census and 
other statistical services. 

The President asks $12,000,000 
for a Census of Business covering 
‘1948; another million for a Census 
of Mineral Industries and a gen- 
eral improvement of monthly and 
quarterly census reports, cut badly 
by Congress last spring. Small 
increases are provided for business 


Where top flight sales and 
advertising executives come 
to select ‘‘Championship” 
sales stimulators. 


1. Prizes For Sales Contests 
2. Self Liquidating Premiums 
3. Business Gifts 

4. Advertising Specialties 


ROSS COLES & CO. 


173 W. MADISON ST., CHICAGO 2 


{trend reporting of the Bureau of 
\Foreign and Domestic Commerce. 
Funds are allowed to improve 
‘corporation financial data _ col- 
\lected by FTC and the Securities 
|and Exchange Commission. Budg- 
\eteers were particularly kind to 
‘the Bureau of Labor Statistics, 
,cut sharply by Congress last 
‘spring. At $5,389,000, the Presi- 
dent proposes to restore nearly 
$2,000,000 for state and local de- 
tails on prices, employment and 
construction. 

3. Renewed pressure for post- 
age rate increases on all services 
other than first class letters and 
airmail. 

The President warns of postal 
deficits exceeding $325,000,000 dur- 
ing the current and next fiscal 
years, says present rates on sec- 
ond, third and fourth class mail 
fail to yield out-of-pocket han- 
dling costs, notes that he asked 
last year for rates “to make the 
service operate without a deficit.” 


Points Up Vast Spending 


Besides being a blueprint of ad- 
ministration policy, the 1,500 tele- 
phone book-size pages of the 
budget are a barometer of con- 
tinued inflationary pressure on the 
price level, for continued govern- 
ment spending at a $40 billion-a- 
year clip in itself creates vast 
individual and corporative buying 
power. 

Revenue forecasts show Treas- 
ury experts betting on continued 
prosperity through June, 1949. 


porative income taxes and excise 
taxes, they see a $7.7 billion 
budget surplus for the 12 months 
ending June, 1948; and the Mar- 
| shall Plan notwithstanding, a sur- 
| plus of $4.8 billion in the subse- 
quent fiscal year. 


| The budget reflects the policies | 
|}adopted by the government as/| 


| anti-inflation measures. Although 
|familiar “war agencies” are gone, 
| $32,000,000 remains for rent con- 
trol; $85,000,000 is earmarked for 
‘the allocations and rationing pro- 
grams now getting under way at 
|Commerce Department and other 
,agencies. In line with its anti- 
|inflation policy, the administra- 
| tion’s budget heralds a “tougher” 
‘lending policy by RFC and other 
|loan agencies. It calls for curtail- 
|/ment of easy FHA loan terms for 
|construction purposes, with loans 
| after March 31 confined largely 
to low cost homes and rental 
projects—with promoters assum- 
ing an increased percentage of the 
production risk. 

Presidential messages to the re- 


26 years of experience 
helps to make this statement possible — 


Moe Readers 


_in more supermarkets 


than any other 


food publication 


Every store on The Progressive Grocer circulation 
ked on the basis of volume. 
every independent and local 
e country is covered. 


list is actually hand-pic 
As a result, practically 
chain supermarket in th 


get their best 


where the best merchants in the food trade 


selling information 


LEE a MI IS 


WINS PR AWARD—Fred Murray (seated), president of the Oil Well Supply 
Co., U. S. Steel subsidiary, Dallas, receives top award for public relations 
achievement in Texas during 1947 as chairman of the oil industry's public rela- 
tions committee in the Gulf-Southwest. Gerald Cullinan (left), president of 
the Public Relations Institute of Texas, makes the presentation with the help of 
Paul Cain of the Fred Eldean Organization, oil industry public relations counsel. 


assembled Congress record confi- 
dence that the U. S. economy is 


With existing individual and cor-| 


of social security, conservation, 
‘education and research. 
In his State of the Union mes- 
sage, the President saw the coun- 
try “far short” of the industrial 
| capacity needed for a “growing 
ifuture.” “Over the next few 
| years,” he said, “at least $50 bil- 
‘lion should be invested by indus- 
‘try to improve and expand our 
production capacity.” 
Summarizing gains by farmers, 
/business and labor during the past 
‘decade, the President found em- 
‘ployment up 14,000,000; produc- 
tion of goods and services up two- 
thirds; average income, in dollars 
of equal purchasing power, up 
more than 50% after taxes. 


Sets Education Goals 


The budget message translates 
into programs many of the ob- 
'jectives recited in earlier speeches. 
‘It includes nearly $300,000,000 for 
'a new program to improve pri- 
mary and secondary school edu- 
‘cation, $15,000,000 for initial ad- 
ministration of a national health 
|insurance program (based on a 
0.5% payroll deduction); $37,- 
|000,000 to touch off a long-range 
housing program (yet to be au- 
thorized by Congress); plans for 
extension -of social security to 
agricultural and small business 
workers; $1,000,000 for a new na- 
tional Commission Against Dis- 
crimination in Employment; a $6,- 
000,000 industrial safety program. 

To coordinate the government’s 
increasing role in technical re- 
search, the President asked $15,- 
000,000 for a National Science 
Foundation. Meanwhile, he an- 
nounced plans to step up market 
research for farm products from 
$9,000,000 to $19,000,000. His 
budget contemplates a million- 
dollar building for advanced radio 
research by the National Bureau 
of Standards; continued Bureau 
of Standards research into less ex- 
pensive house construction; a con- 
tinuation of synthetic fuel re- 
search sponsored by the Depart- 
ment of Interior. 


Boosts Atomic Energy 


In the budget are $150,000,000 
for farm land conservation and 
$300,000,000 for rural electrifica- 
tion. Atomic Energy Commission 
spending goes from $475 to $674 
million. Bonneville Power Ad- 
ministration has a program ap- 
proaching $100,000,000. Interior 
agencies mapping natural _ re- 
sources, and maintaining national 
parks, forests and wildlife—all on 
sustenance budgets this year — 


still expanding; but a belief that, 
the time is overdue for broadened | 
government programs in the areas | 


get increases. Construction of 
highways, waterways and airports, 
at record $860,000,000 levels this 
year, are billed for more than a 
billion in fiscal 1949. 

This kind of government costs 
$270 per capita, compared with 
less than $70 per capita a decade 
ago. But the Budget Bureau says 
that ordinary government ex- 
penses—the 21% that are not war, 
or war-connected—cost only $56 
per capita in this budget, com- 
pared with $49 per capita 10 years 
ago. 

Since the budget contains nearly 
half a billion dollars in new con- 
servation, welfare and research 
programs, in addition to increases 
for many existing ones, it was 
held below $40 billion only by 
cutting. Agencies like Food and 
Drug and FCC have only token 
increases over economy levels 
established by Congress last 
spring. The Office of the Secre- 
tary of Commerce takes a cut. 


The Bureau of the Public Debt! 


has a $10,000,000 cut in operating 
funds, despite the fact that its 
national savings bond division is 
scheduled for expansion. 


To Add Personnel 


State Department’s international 
information division stretches its 
budget $5,000,000 to a total of 
$18,461,000; but the increase is 
earmarked for field personnel, 
with press, radio and publication 
activities confined to 
levels. War Assets Administra- 
tion, budgeted at $270,000,000 last 
year, is omitted. By June 30 a 
special budget, presumably at less 
than $100,000,000, will be for- 


existing | 


warded to finance final liquidation 


of war properties. 
A review of budget breakdowns 
over the past decade demonstrates 


how “give and take” enabled the | 
government to absorb new proj- | 


ects without running its total pro- 
posed 1949 spending more than 
$2 billion over the present year, 
in spite of the Marshall Plan. 

With UNRRA and the British 
loan cancelled out, Marshall Plan 
costs in 1949 have an impact of 
less than $2 billion on total spend- 
ing. “Petering out” of veterans’ 
educational and other readjust- 
ment benefits more than offsets 
new hospital construction costs 
contemplated for Veterans Ad- 
ministration. (With 18,000,000 
veterans, the VA budget tops $6.1 
billion from $6.6 billion this year 
and a $7.3 biflion high in fiscal 
1947). 

Big Increases Ahead 


Here’s some data on “depart- 
mentalized” spending for non-war 
items: 

Special Welfare, Health and Se- 
curity at $2 billion in proposed 


Advertising Age, January 19, iggg™m Advert 
budget. Comparable service: cog FCC 
a billion in 1941, hit near $° pjj. 
lion mark in fiscal 1948. Over , . 
decade, big increases are fo» re. Den: 
tirement and dependents’ jncyp. { O 
ance; public health; crime cop. 0 3 
trol; unemployment compensation: WasHI 
assistance to aged. proposec 
Housing and Community Facili.B pense < 
ties: Back to $38 billion from $403 »ypiishe 
billion peak two years ago and merchan 
$113 billion this year. Cost $99 ising ct 
billion in 1941. off aia 
Education and General Re. ty oth 
search: At high of $387,000,000 afm? oot 
result of proposed $300,000,009 ee 
primary and secondary schoo! pro. oo 
gram. Other education items arm ‘°° bine 
close to 1941 level. five Te] 
Natural Resources: New high of merchan 
$1.6 billion from $1.1 billion thi Mansfiel 
year. Biggest item is $806,000,0qg—m paper 1” 
for conservation; second biggesf™space tc 
$674,000,000 for Atomic Energy cluding 
Commission (new). In 1941 $352.@§ cause tl 
000,000 was spent on natural re@#WMAN. 
sources. The c 
Transportation and Communica the new 
tions: Also a new high of $1.6 bildi the stati 
lion, compared with $1.5 billion .vertisi 
this year and only $556,000,000 inf s.om me 
1941. Postal deficit up from $4iMtion th 
to $321 million in the decadef oopy; an 
airport program from $24 to $207 only ne 
million. Merchant marine, navid§yeep le; 
gation aids, highways all up. station 
Agriculture and Agricultural ,;e,.” 
Resources: $900,000,000. Was $1 , 
billion in 1941, including over ; Neg] 
billion of financial “aids” at tha “These 
time. Financial “aids” now arg. 
less than $300,000,000. wee 
to stifle 
Lazarus Adds Three dicate a 
Harry Lazarus & Co., Chicago !istening 
has been appointed to handle th@FCC sai 
advertising of Hires’ Bottling§ FCC s 
Company, Chicago; Hawkeye Nov@#to the | 
elty Company, coin vending ma@{jorain J 
chines, Des Moines, and Churchill... toadc 
Products Company, manufacture™ supp) 
of promotional lamps, Chicag th di 
Hires will use newspapers ang‘© “SS 
radio spots; Hawkeye, newspaper Urther 
and business papers, and Churchilggwo req 
dealer newspaper ads and busiffdaily ne 
ness papers. their bu: 
—_—_———_ At the 
NBC Appoints Hooper vould t 
Dick Hooper, promotion mang ®®ce Ww 
ager for RCA Victor, has bee station v 
appointed manager of televisiog§cussions 
exploitation for NBC, New Yorlifor at le 
He has been with RCA sincHpolicy “i 
1939. standing 
ae wis lo opera’ 
Moore Joins Brewer FCC sai 
J. Stuart Moore, formerly wit§ected al 
W. O. Washburn & Sons, St. Pauffpuring 1 
has joined Bruce Brewer & Cofexclusive 
Minneapolis agency. Sunday 1 
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A Tip You Never Got. try. 
How often have you turned a spa 
man away and then been sorry. y D 
have missed out on a hot tip, s f etect 
market data, news of your compet Ny 
important facts. creel 
Space salesmen can become your Etfectiv 
allies. You don't have to sign a < Mules, De 
hear what they have to say. The oem 
give you useful facts. Yor 
You can get a concise factual ¢ I side 
the Water and Sewage market from tt ‘tWweE 
salesmen of WATER & SEWAGE ine 
One reason why they can ve yc : 
complete picture is that WATER & S zIn€ 
WORKS is the only publication cover tim 
these utilities. i the tv 
Write Mr. Cocker for Latest Folder Dll v 
son OR 
WATER & SEWAGE: ». « 
"ith its | 
S aS mac 
"Qich di 
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FCC Indicates 
Denial of License 
to Ohio Publisher 


WASHINGTON—FCC last week 
sroposed to turn down radio li- 
cense applications of an Ohio 
publisher who allegedly “coerced” 
merchants into exclusive adver- 
tising contracts which keep them 
off an existing radio station, the 
only other medium of mass com- 
munication in the community. 

On testimony of eight “volun- 
teer public witnesses,” including 
fve “reputable disinterested local 
merchants,” FCC found that the 
Mansfield Journal—the only news- 
paper in the community — denied 
space to a number of firms, in- 
cluding Phileo Corporation, be- 
cause they buy time on Station 
WMAN. 

The commission also found that 
the newspaper refused to carry 
the station’s program log; refused 
advertising from the station or 
from merchants desiring to men- 
tion the station in advertising 
copy; and “used its position as the 


only newspaper in Mansfield to) 


keep legitimate news about the 
station from residents of the 
area.” 


Neglects Public, FCC Says 


“These practices’ — including 
the exclusive advertising con- 
tracts—“not only reveal a desire 


Last Minute News Flashes 


‘I. Q. Junior’ Show Added 


present network setup March 6, 


edition over basic mountain and Pacific Coast networks of NBC at) 


for Mars 


when it launches the new junior 


Sears Catalog 


Offers 20-Volume 


Cuicaco—Mars, Inc., will add the Dr. I. Q. Junior show to its | 


Encyclopedia 


CuHicaco—A new, 20-volume 


5 to 5:30 p.m., EST, Saturdays. The new show, patterned after the reference set, the American 
“senior” I. Q. show, will be a traveling show, playing different cities, ‘Peoples Encyclopedia, is the fea- 
and will concentrate on children under 15, offering merchandise as tyre attraction of Sears, Roebuck 


well as cash prizes. With three radio shows and a magazine cam- g (Co.’s new spring and summer | 


paign, Mars will then be able to give simultaneous promotion to its | catalog, issued last week. 
three leading bars—Mars, Snickers and Milky Way—and also to one 


of the other four bars made by the company. Grant Advertising, | business, ostensibly, in 1943, when Typographical Union wage de- 


Inc., is the agency. 


Bourjois Schedules March Ads for New Package 


NEw YorK—Bourjois, Inc., will feature a new special package con- 


taining Evening in Paris 208 face 
fume priced at $1 in March with 


powder and Evening in Paris per- 
a 1,000-line ad in 54 newspapers, 


to be followed up by two 500-line advertisements in the same news- 


paper list. 
is the agency. 


Business papers also will be used. Foote, Cone & Belding 


Hotpoint Names John Hughes Advertising Manager 


Cuicaco—Hotpoint, 


Inc., appliance manufacturer, 
John L. Hughes as advertising manager, effective Jan. 1. 


has appointed 
Prior to 


joining Hotpoint, Mr. Hughes was an account executive with Ruth- 
rauff & Ryan, Chicago, and formerly held similar positions with Jim 
Baker ‘& Associates, Milwaukee, and McCann-Erickson, Chicago. 


Robert Murphy Joins U. S. Brewers Foundation 


New YorK—Robert F. Murphy, 


former advertising and sales pro- 


motion manager of General Electric Appliances, Inc., a General Elec- 
tric Company subsidiary, has been appointed advertising relations 


director of the United States Brewers Foundation. 


Before service in 


the Army, Mr. Murphy was associated with Kudner Agency for 


three years. 


Kuppenheimer & Co. Promotes Green 


to stifle fair competition but in-| 


dicate a lack of concern for the 
listening public in Mansfield,” 
FCC said. 

FCC said it feared that grants 
to the Mansfield paper and the 
Lorain Journal (both controlled 


the dissemination of news and 


Cuicaco—Abe Rodger Green, for eight years advertising director | 
of B. Kuppenheimer & Co., men’s clothing manufacturer, 
named vice-president in charge of advertising. 


Kuppenheimer’s intention to increase its emphasis on advertising. 


Sunway Fruit Products Names Kastor Agency 
Cuicaco — Sunway Fruit Products has appointed H. W. Kastor & 
Sons Advertising Company to handle advertising of Freshie, beverage 


flavors, effective immediately. 


Reincke, Meyer to Take Over Lyon Metal Account 
by Isadore Horvitz) would result | 
in suppression of competition in 


further pressure on advertisers | 


who require the use of the only 


their businesses. 

At the same time FCC said it 
would turn down plans of Lau- 
rence W. Harry for a Mansfield 


station which would carry no dis- | 


cussions on controversial issues 
for at least its first year. Such a 
policy “indicates a lack of under- 
standing of statutory obligation 
‘0 operate in the public interest,” 
FCC said. The commission ob- 
jected also to an arrangement as- 
suring the Presbyterian church 
exclusive rights to a particular 
Sunday morning broadcast period. 


Washington Market 
lists 6,600 Video Sets 


A committee representing three 
Washington, D. C., television sta- 
tions estimated last week that 
{600 television sets are in the 
fands of area residents and that 


Aurora, Itt.—Lyon Metal Products, Inc., has appointed Reincke, | '@¢erder 
Meyer & Finn, Chicago, to handle its account, effective March 1. 


The 


company has materially increased its list of business magazines and 


trade publications for 1948. 


daily newspaper in the city for Preserve Council to Use 


‘Post’ Exclusively 


Cuicaco — The Preserve Industry Council will turn to full - color 
photography of jams, jellies and preserves in its 1948 campaign, with 


the entire schedule concentrated 
Campbell-Mithun is the agency. 


in The Saturday Evening Post. 


Corn Products 
Starts $500,000 


Linit Campaign 


rhe number is increasing at a rate) 


! about 1,000 monthly. 

Stations operating currently in- 
lude WMAL-TV, Washington 
Star station affiliated with ABC; 
WTTG, DuMont station, and 


YNBW, NBC outlet which re-' 


ently became the first commer- 
Mal television outlet in the capital 


nd the seventh commercially 
icensed television station in the 
country. 


Detective’ Rates Up; 


| Screen’ Title Changed 


Eifective with the February is- 
Publishing Company, 

York, will increase the price 
‘tl side Detective and Front Page 
etc-ctive from 10 to 15 cents. A 

increase in pages of both 
lagazines will be introduced at 
at time. Combined circulation 
‘tie two magazines is 1,000,000. 
Doll will change the title of 
creen Romances, of Dell Modern 
p, to Screen Stories, effective 
its March issue. The change 
‘as made after a reader survey 
"hich disclosed that the new title 


‘more descriptive of the maga-| 


Fine's contents. 


New YorK—Corn Products Re- | 


fining Company has launched a 
$500,000 drive in 24 magazines for 
Linit starch, centered around a 
“Pre-viewing the styles with 
Linit” theme. 

Full-color half pages, with the 
exception of the farm  publica- 
tions, which will carry black-and- 
white ads, will appear in the fol- 
lowing publications: American 


Home, Capper’s Farmer, Country | 


Gentleman, Farm Journal, Good 
Housekeeping, Household, Mc- 
Call’s, Successful Farming, To- 


day’s Woman, True Story, Wom- 
an’s Home Companion and the 
Dell Modern Group, Fawcett 
Women’s Group and Macfadden 
Women’s Group. 


Coincident with the campaign, | 


easel displays mounting the ad- 
vertisements in full color will be 
circulated through dress shops in 
cooperation with various dress 
manufacturers. 

Each magazine advertisement 
features a forthcoming style in 
cotton by a leading designer. C. L. 


|Miller Company is the agency. 


Promoted by Telechron 


Thomas M. Sparks, former as- 
sistant to A. W. Pingree, district 
manager for New England and 
New York state for Telechron, 
Inc., Ashland, Mass., a General 
Electric subsidiary, has been ap- 
pointed supervisor of advertising 
clock sales for the company. Mr. 
Sparks joined Telechron in 1947 
after being associated with 
O’Cedar Corporation as district 


| manager. 


Weston to Join 


Paper Supervisors 
Group Feb. 16 


New YorK—The American Pulp 
|& Paper Mills Superintendents’ 
_ Association last week announced 
|that Harry E. Weston, formerly 
‘editor of Paper Industry and Paper 
| World, would join the association 
'Feb. 16 as associate 
| treasurer, with headquarters at 38 
S. Dearborn St., Chicago. 

Mr. Weston entered the pulp 
and paper field prior to World War 
I. He was graduated from the 
|New York State College of For- 
'estry, Syracuse, where he taught 
\from 1920 to 1926. After a period 


|of selling machinery to pulp and | 


| paper organizations, he joined Ed- 
ward B. Fritz, Chicago, as adver- 
tising manager of Paper Industry. 

In announcing the appointment, 
Raymond F. Bennet, president of 
the association, said Mr. Weston 
would work with “both members 
and affiliates in promoting project 
work both for their benefit and for 


the association,” and with George | 
secretary- | 


Craigie, New 


treasurer. 


Grossman Adds Three; 
Opens New York Office 


Arthur Grossman _ Associates, 
Chicago, visual merchandising 
agency, has added the following 
new accounts: Cory Corporation, 
Galter Industries, maker of Spar- 
tus cameras, Chicago, and Nunn- 
Bush Shoe Company, Milwaukee. 

The firm has opened a New 
York office at 215 Fourth Ave., 
with Carle B. Robbins, formerly 
in the advertising and promotion 
department of General Electric 
Company, as manager. 


York, 


secretary- | 


Sears left the encyclopedia 
‘it turned over the Encyclopaedia 
| Britannica to the University of 
'Chicago. At about the same time, 
‘however, it commenced work on 


the present set. 


emeritus of Northwestern Univer- 
sity, is chairman of the editorial 
board producing the reference 
work. Editor-in-chief is Franklin 
J. Meine, Chicago. 

Object of the encyclopedia’s 
editorial staff is the production of 
a work “created to meet the need 
of every member of the family.” 
The set is priced at $79.50, with a 
10% reduction offered customers 
who place their orders for the 
first four volumes (as yet only 
four have been published) before 
July 31. 

Prices in the 1,178 page catalog 
(72 fewer than the book a year 
ago) averaged 2.8% higher than 
| those in the 1947 spring and sum- 
mer catalog. As in the fall and 


‘front of the book. 

Other new merchandise includes 
a new home movie projector, 
sound-powered phone communica- 
tion system, and an _ outboard 


motor with full reverse and auto- | 


matic rewind starter. The wire 
introduced last year 
/again is offered in both console 
|and table top models. 


15,000,000 
Readers Claimed 


in ‘Look’ Report 


New York — Look released its 
second report last week in the 
series on Continuing Magazine 
Audiences, which asserts. that 
Look’s audience was 15,650,000. 

The report compares Look with 
American Magazine and Cosmo- 
politan, which had audiences of 
10,200,000 and 8,150,000 respec- 
tively. Circulations for the three 
magazines at the time of measure- 
|ment were: American, 2,339,000; 
Cosmopolitan, 2,105,000, and Look, 
| 2,329,000. 

The report is based on 12,000 
interviews, conducted by Crossley, 
Inc., with validation data pro- 
vided by Dr. Raymond Franzen. 


Audience ratings on the basis of | 


these surveys, sponsored by the 
Magazine Audience Group, would 
| give Life 26,000,000; Look, 15,650,- 
000; The Saturday Evening Post, 
13,750,000, and Collier’s, 11,100,- 
'000. Life is responsible for the 
measurement of the weeklies. 

| The audience vs. circulation 
argument is still hot in advertis- 
ling circles. Look’s study reveals 
|that its audience increased 23.7% 
‘or 3,000,000 readers, compared 
‘with 800,000 or 8.5% for Ameri- 
‘can and 1,000,000 or 14% for Cos- 
mopolitan, from the time of the 
first report in 1946. 


Five Name Honig-Cooper 


The Los Angele: office of Honig- 
Cooper Company has been ap- 
pointed to direct the advertising 
of Budget Pack, Inc., packer and 


processor of dried beans, dried 
fruit, candy, macaroni and spa- 
ghetti, spices and nuts; Mort 
Greene Enterprises, Inc., manu- 
facturer of Nice-Cubes; Pearson 


Candy Company, manufacturer of 
Whirls and hard candy; Holly- 
vogue Knitting Mills, manufac- 
turer of sweaters, and Fletcher 
Mfg. Company, manufacturer of 
Master Mark housewares. 


Dr. Walter Dill Scott, president | 


Some Newspapers 
Give Wage Hikes 


Without Contracts 


Cuicaco—While newspapers and 
| commercial printers here continue 
/holding out against International 
/'mands until the ITU local signs a 
contract, newspapers in several 
other cities have given wage 
boosts without waiting for the 
contract issue to be settled. 

Possibility of a strike against 
four Washington newspapers end- 
ed last week after ITU members 
voted overwhelmingly to accept 
an $8 weekly wage increase. This 
constitutes a 10% increase. 

The offer from the publishers 
came two weeks after composing 
room employes asked the interna- 
tional for permission to take a 
strike vote. Neither party would 
discuss details of the settlement, 
but it is understood a contract 
was not signed. 

In Longview, Wash., the Daily 
News earlier granted a 24% wage 
increase to ITU members who had 
struck. They returned to work at 
‘a new $2.05-per-hour wage (it 
|was $1.65 before) and without 
‘signing a written agreement or 


has been | winter issue, the large section on | contract. 
The move reflects | children’s wear again occupies the | 


In San Antonio, the Express 
jand Light raised wages $10 a 
| week to $76 for days and $80 for 
|nights, without getting a contract. 
|The agreement can be canceled on 
|60 days’ notice. 

| In Seattle, commercial printing 
|houses have agreed to pay $90 a 
| week (a $15 increase) to mem- 
bers of the ITU, bookbinders and 
pressmen’s unions. 


Chicago Hearing Continues 


| 

| Commercial houses in Chicago 
|are waiting to be contacted by 
Woodruff Randolph, president of 
the ITU. The local here has asked 
him to try to reach an agreement 
|with the Franklin Association, 
which bargains for the job shops. 
| Hearings continued here on the 
|National Labor Relations Board 
complaint that the ITU and its 
locals have violated the Taft- 
Hartley Act by not negotiating to- 
/ward a permanent contract. 

| Testimony introduced by the 
|\Chicago Newspaper’ Publishers 
Association and American News- 
|paper Publishers Association gen- 
‘erally tries to show that the ITU 
‘seeks to avoid closed shop pro- 
| Visions of the act. ITU witnesses 
isay that refusal of publishers to 
|}make wage boosts is at the core 
|of the strike here. 


‘Publishers Ask Hours 
Exemptions for Employes 


Exemption from the 40-hour 
'work-week rule is being sought 
|for newspaper space salesmen, re- 
/porters and other employes. The 
American Newspaper Publishers 
Association and National Editorial 
| Association have asked the Labor 
| Department’s wages and hours di- 
|vision for the exemption. 

| ANPA declares that editorial 
|staff members are _ professional 
|workers who should be removed 
from the category of those paid 
time and a half for overtime. The 
|American Newspaper Guild, CIO, 
opposes the petitions of the pub- 
lishers. 


Autry Granted 50% 
of Stock in KOWL 


FCC has granted the transfer of 
50% of the stock in Station KOWL, 


Santa Monica, to Gene Autry, 
cowboy actor, from Arthur H. 
Croghan, who opened the 5,000 


watt station last July. The station 


now becomes KOWL, Inc., with 
Mr. Croghan and Mr. Autry each 
owning 50% of the stock. 


Mr. Croghan will continue to 
operate the station. 
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